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How BRODIE METERS and VALVES 
Save money in any size operation 


Four B-72D BiRotors and 510 Valves move heating oils 
in bulk at John S. Turney installation in Drexel Hill, Pa. 





Check the modern, economical 
installation — it’s important in 
any size operation. 
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RALPH N. BRODIE COMPANY 


\{anpower is saved and paperwork is handled 


in the office—where it belongs. This means more accurate 
records, easier accounting. 

In a suburban installation, as in a high-gallonage oper- 
ation, economy and accuracy of product control is vital. 
In this bulk terminal, the ultimate in product control is 
practiced through the use of four B-72D BiRotors with 
Remote Counter Systems and 3” model 510 solenoid- 
operated valves. Here the driver loads his own truck, 
controlled from the office. 

For any size installation get in touch with your Brodie 
metering specialist. 


REPRESENTATIVES WITH STOCKS AND SERVICE 


San Leandro, California, U.S.A. 
CABLE ADDRESS: ‘‘BRODICO" 


MT. VERNON, N.Y., 550 So. Columbus Ave. 

DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave. N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
LOS ANGELES 22, CALIF., 5401 Sheila Street 


FACILITIES §tN ALL PRINCIPAL CITIES 











the. vast sharia 

of hunters is just ‘one of the eats Ethyl Corporation adver- 

tises to increase the market for your service station products. 

This is on top of Ethyl’s Magic Circle advertising in LIFE, 

ie * LOOK, SATURDAY EVENING Post—where regionalized ads ap- 

HUNTER’S pear in the four major geographic sections of the country, 
MAC IC C IRC LE supplemented by SUNSET on the West Coast. 

And there’s also the local approach— Magic Circle ads in 
the Sunday Supplements of newspapers in 27 major cities 
across the country, tailored to each locale. That’s a lot of am- 
merry for preate expansion of your market! 
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ETHYL CORPORATION 


ETHYL CORP. OF CANADA LIMITED, TORONTO 
ETHYL >, gana 
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FREE CATALOG F-39-» 


24 pages of specifications, 
illustrations and application 
‘data. Complete information 
about 19 models of OPW 
Loading Assemblies for 
filling and emptying tank 
cars and tank trucks. 








Fasten, Safer, ‘More Handlers and transporters of bulk liquids, alert 
Co , AB lf to reducing tank car and tank truck filling and 
Cent emptying time without jeopardizing safety 


f standards and contaminating product, are fast 


Liquids Loading converting to compact, convenient, economical 
| : full flow OPW Loading Assemblies. 
Ul ading of yf Investigate today how you, too, can realize sav- 
ings in time, effort and operational costs. Write 
Can an Jank Tuht on your letterhead for Free Catalog F-32-R. 
s a 


oy} OPW CORPORATION 


2735 Colerain Ave., Cincinnati 25, Ohio, KI 1-5400 
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The Mobil Credit Card is giving a great ac- 
count of itself... and building great accounts 
for individual Mobil Dealers all over the coun- 
try. Some Mobil Dealers are doing as much 
as 150,000 gallons a year on Credit Cards 
alone! And that’s just gasoline. TBA credit 
buying is making great gains, too. 

Why are Mobil Dealers doing more and 
more Credit Card business? . . . Because 
Mobil is seeing to it that more people hold 
the Mobil Credit Card, seeing to it that other 























{ 


Deserves credit for a lot of business! 


important Credit Cards are honored at Mobil 
stations. Today one and a half times as many 
people can do Credit Card business at Mobil 
as compared to a year ago! 

A stepped-up Credit-Card program, the 
Mobilgas Economy Run, the Pikes Peak Hill 
Climb, the Indianapolis “500” race . . . these 
are just a few of the promotion-reasons why 
Mobil Dealers are pumping more profit-mak- 
ing gallons than ever before! Have you ever 
thought of being a Mobil Dealer? 


MOBIL OIL COMPANY, A Division of Socony Mobil Oil Co., Inc., 150 East 42nd Street, New York 17, N.Y. 
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Behind Our Headlines 





Getting It First 


QO” MOST POPULAR FEATURE, month in and month 
out, is Ahead of the News—two pages of infor- 
mation that is usually exclusive. 

The title is not boastful, because the information is 
not only exclusive but is often far ahead of any public 
announcement or official development. 

When one publication reports news before others, 
this is called a “beat” or “scoop” in newspaper par- 
lance. In recent months, Ahead of the News columns 
have contained several significant “beats”. 

Take these, for example: 


ROUND THE country = /“** 19°? 
Amoco Going National— Word is that Indiana Stand- 

ard will announce its national marketing plans by July the announcement 
‘Amoco,” the brand name of American Oil, Indiana 

Standard’s affiliate, is favored as a national brand was made. 

ame. Indiana Standard is not permitted to use “Sta 

outside its 15-state marketing area and re 
> over its Midwest br 


Six weeks later 





Secret's Out: New Humble Grand Is ‘Enco’ 


Humble Oil & Refining Co.’s new Ohio division 
the report will market gasoline under the “Enco” brand, prob- 
ably using red letters within a blue oval. Acceptance 
was confir med in Ohio is expected to determine whether “E 
will be used in Humble marketing are. 
apdard territory 


Two months later 


@ March, 1960 


Changes at Gulf —Another major reorganization 1 
in prospect for Gulf Oil's marketing department. Ob- 
Two months later 


it happened 


ject: streamlining. For one thing, the eight divisions 

may be reduced to four. A former Jersey Standard 

executive, who has been studying Gulf's setup, has 

submitted recommendations, which will be the basis of 

anges scheduled to occur by May, an industry jg 
ant reports. Gulf's extensive managemep 


0 West, Young Man——Humbie Oil's move west is 
picking up momentum. The company is snapping up 
This was a Station properties in Arizona through purchases and 
‘ distributor agreements. There's little doubt the Humble 
10-month “beat brand is headed for California. And that’s not 
p Arizona, a gfoup of stations under the by 
a” is Humble’s, too. 


ate Two months later 
ne of the larger Eastern 
Ste eaiient maliine a the Food Fair 

2 ready, it’s study- 


tation operation now experiment started 


full potential 6 
Al contributing cause.” 


a 
Standard Sign Change?—Indiana Standard’s 15- 
year-old service station sign may be in for some re- 
13-month ' scoop > vamping. The sign’s being scrutinized more intensely 
than ever before 


This was a 


What’s important about this is not so much the 
individual “beats”. It’s that NPN is close to the in- 
dustry and what’s going on. That’s what makes NPN 


useful to you. 
(ann Recece 


Editor 
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This little jiggerful is a pretty close 
measure of the average petroleum 
jobber’s profit per gallon. Lose it 
through spillage, pilferage or 
inaccurate measurement and you 
lose the profit on a whole gallon sold! 


Multiply this by the number of 
gallons one of your trucks handles. 

A small measuring error could 

give away $2,000 of your money 

in one year with the greatest of ease! 


This is why accuracy is the only 
important factor when buying a 
meter. All other factors, such as 
loss of head or a slightly lower 
price, take a back seat. 


Make sure you get true accuracy 
in three dimensions . . . accuracy 
at one rate of flow at any one time 
. .. accuracy over a wide range 

of flows . . . and most important, 
accuracy that’s sustained over 
many years, that doesn’t drift 
every time you turn your back. 


SOT (ns the profit on a whole gallon 


Neptune’s fine reputation and 
leadership is based on true 
three-dimensional accuracy. 

For positive personal proof, make 
your own tests. Keep comparative 
records. And ask your neighbors. 





Neptune oil equipment jobbers 
near you have all sizes for tank 
trucks, transports, refuelers, 
bulk plants and terminals. 








LIQUID 
NEPTUNE METER COMPANY / werer 


17-25 34th St., Long Island City 1, N. Y. | DIVISION 
Branches and Jobbers in All Principal Cities 
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Only the ‘“‘World’s Finest”’ is fully 
custom-engineered to your order 


Nothing less than an Autocar can ever give the same owner- _ 


satisfaction as an Autocar itself. One reason is that every 


Autocar is fully custom-engineered and precision-built to do WN ba KeYer be 


its assigned job with utmost efficiency. Long experience, ad- * ar? se 
: ; ° : . ‘World's Finest 
vanced engineering and flexible manufacture produce just the ——EEEE- — 
truck, at a reasonable cost, that will earn the most for you. DIVISION OF 
The true value of an Autocar lies in the work it will do. In THE WHITE MOTOR COMPANY 
today’s truck economics, you can’t afford to take less. EXTON, PA. 











Letters 


About NPN’s Oil Hall of Fame .. . truck 
stop requirements ... product oversupply ... 
motor oil ratios ... ‘one-roof’ organization 


TO THE EDITOR: 

You have picked two fine men 
[Charles S. Jenney and J. Howard 
Pew] to honor in NPN’s Oil Hall of 
Fame (Aug. p180). We in Socony 
Mobil can attest to their abilities as 
competitors and agree with your vie'v 
that each has made a considerable 
contribution to oil marketing. 

A. L. NICKERSON 
President 

Socony Mobil Oil Co. 
New York 


Plt is my opinion that most oil men 
have a deep and solemn pride in their 
industry, in its accomplishments, and 
in its Opportunities for service in 
the future. Certainly a suitable com- 
memoration of the men who have 
contributed most to the building of 
the industry is a wholesome thing. 
In my opinion, the two pioneers 

whom you add to NPN’s Oil Hall of 
Fame are admirably chosen. 

P. C. SPicNCER 

Chairman of the Board 

Sinclair Oil Corp. 

New York 


In the not-too-far-distant future, 
Mr. L. H. Prichard should be included 
in NPN’s Oil Hall of Fame. Mr. 
Prichard’s pioneer spirit ran along 
lines very parallel to Marland, Phillips, 
Sinclair, and Skelly. 

ROLAND V. RODMAN 

President 

Anderson-Prichard Oil Corp. 

Oklahoma City, Okla. 


The choice of J. Howard Pew is ¢ 
natural, as he certainly was one of 
the pioneers in the oil business as 
we know it today. Not knowing the 
yardstick which the NPN editors are 
using to make their selections, I don't 
know whether I would be inclined to 
feel that Mr. Charles S. Jenney be- 
longs in the category of Drake, 
Doherty, Rockefeller, Phillips, and 
Sinclair; but having known Mr. Jenney 
for over 35 years I would certainly 
say that he has made quite a name for 
himself and his company in New 
England . What contributions he 
has made to the over-all petroleum 
industry is something else again. 
FREDERICK H. MEEDER 
President 
Richfield Oil Corp. of New York 
New York 


>I think this is a very interesting 
venture. However, it seems to me that 
your list includes a number of people 
prominent in the oil business who have 
had little or nothing to do with 
marketing. 

F. O. Prior 

Chairman of the Board 

Standard Oil Co. (Indiana) 

Chicago 
NPN’s Oil Hall of Fame is not restricted 
to marketers, nor is it limited to the 
giant figures—Drakes, Rockefellers, Sin- 
clairs—of the industry. On the contrary, 
its aim is to depict the great variety of 
types who built the foundations of to- 
day’s marketing. Such a group would 
include men outside the marketing seg- 
ment who nevertheless influenced its 
course, just as it would include some 
who never achieved giant stature, but 
who typified the vital spirit and achieve- 
ment of the smaller independent busi- 
nessman. 


Truck Stop Suggestions 


The article on the New Look of 
fruck Stops (July p 150) is most in- 
teresting. . 

I have some definite thoughts about 
truck stops and they are simple: 

1. The truck stop should be a very 
large area, at least here in the West. 
Most truck stops are built with the 
feeling that they are large and have 
plenty of parking space, but for the 
most part, sooner or later, find out 
that not enough space was left for 
parking and expansion. While it is 
obvious that the need for space varies 
from one area to another, if I were 
building a group of truck stop sta- 
tions of my own, I would start with a 
minimum of five acres of land. 

2. A truck stop should contain 
within the main unit a well-operated 
restaurant selling good food at prices 
in the medium range. The truck driver 
is usually a big eater and the portions 
served must be sizable and the food 
tasty, of course. 

3. In the West I doubt that we 
need sleeping quarters, except in some 
few instances, because of the large 
development of motels. But every 
truck station should certainly provide 
showers and an area for men to relax 
while waiting for trucks to be serviced. 

4. The fueling facilities must be 
located and equipped to provide fast 
and efficient service reducing the de- 
livery time to the minimum. 

5. The station must carry for resale 
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EVER-IITE 


pressure 
deliveries 


Dash-pot feature assures 
better control under extreme 
pressures —less shock 
after delivery 

* 
Seals of dual poppets are 
gasoline and oil resistant 

* 
Vacuum breaker feature 


available 
° 


Aluminum body, bronze parts 


. 
Rigid or flexible tubes 

° 
All parts are completely 
interchangeable with parts 
of other “210” nozzles 
on the market 

. 
Order now from your Ever-Tite 
distributor, or write for details 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N.Y. 





THE VERSATILE 


$ & R gE S 


00 


CONTROL VALVES 


for many uses 


Remote Control 
Pressure Regulation 
Differential Pressure 
Rate of Flow 

Pressure Relief 

Multiple Pilot Operation 
Non-Surge Check Valve 


Available in sizes 2 in. to 12 in., 
up to 600 psi, and 150° F. 


SEND FOR FULL DETAILS, TODAY 








Operates on balanced pressure principle 
Connections for external pilot 
or pilots 
Needle Valve 





San Leandro, Calif., U.S.A. 
Cable Address: ““BRODICO" 





Letters 


those items which truck drivers need 
or may find desirable. 

6. Not least, the dealer and his 
assistance must render to the truck 
drivers service equivalent to, or 
better than, which is given the mo- 
torists in passenger car stations; and 
he must be sure that the truck owner 
is charged only for the fuel or services 
actually rendered. . . . Credit from 
the company is taken for granted, 
and credit given by the operator on 
his own must be very carefully ad- 
ministered or serious losses will result. 

We are glad to see this emphasis 
placed on truck stops by your mag- 
azine. Perhaps it would be well for 
someone to report the dealer’s side of 
the truck stop. . . The dealers know 
more about it than we do, and fre- 
quently we fail to get enough informa- 
tion from them in order to build better 
units. 

M. S. PEASE 

District Marketing Manager 
Tidewater Oil Co. 

San Francisco 


Suggestion noted. 


Oversupply 
Your editorial, Why Not Refine 
Just What’s Needed? (July p117) 
was excellent. Additional volume will 
not in itself produce any additional 
profits. Let’s not fall into the category 
of wheat. corn, and automobiles. 
JOHN DEC. BLONDE! 
President 
John Blondel & Son 
Montclair, N. J. 


Motor Oil Ratios 


»Changes in engine design as well as 
longer intervals recommended by pas- 
senger car manufacturers were cer- 
tainly prime factors in starting the de- 
cline in motor oil ratios. However, I 
believe currently the continuation of 
this trend is largely due to inadequate 
or ineffective merchandising and drive- 
way selling. 

I question whether the average 
motorist pays much attention to manu- 
facturers’ recommendations these days. 
However, he will tend to extend the 
time of change intervals through sheer 
inertia, and this is a force which is 
most difficult to counteract. 

L. H. AUSTIN 

Director, Business Analysis and 
Market Research 

Gulf Oil Corp. 

Pittsburgh 


‘One-Roof’ Comments 

>To put it briefly, I am in 100% 
agreement with the thoughts expressed 
in “One-Roof in Trouble?” (June 


p107), and feel that a lot of thought 

should be given to the selection of 
the “head man.” 

E. T. HEEG 

Executive Vice President 

New York Oil Heating Assn., Inc. 

New York 


>I can add my amen to the vital need 
for aggressive, vigorous, diplomatic 
leadership, and the need for an in- 
dividual admired by all to act as a 
rallying point. 

It is my current impression that 
progress is being made and that a 
framework is going to be hammered 
out. I do know that the members of 
the organizational committee are giv- 
ing a tremendous amount of their time 
in order to try to achieve the results. 
and I do hope that your comments 
will stimulate further activity. 

THomMas J. Scott 

President 
Buckley & Scott 
Watertown, Mass. 


We cannot but agree with you in 

the things that are said in this edi- 

torial. Perhaps the difficulty lies in 

the fact that so many fuel oil dealers 

throughout the country do not see the 

crying and pressing need for this “one- 

roof” concept. It should have been 
clamored for at least 10 years ago. 

LEONARD BRAUN 

President 

Piping Rock Fuel Corp. 

Halesite, N. Y. 


>I am sure that all of the people en- 
gaged in the marketing of fuel oil are 
agreed that a united effort is the only 
way to compete effectively with the 
other heating fuels and the national 
trade associations that are working for 
them. 

It is hard to understand why there 
should be any delay in getting this 
program started. Certainly current 
economic conditions in the oil indus- 
try point up the need for a vigorous 
program to promote its products in 
order to bring about a balance be- 
tween supply and demand which 
would result in a better earning pic- 
ture. 

I agree that leadership for such a 
program is very important, but an in- 
dustry as large as the oil industry 
should have many such persons avail- 
able who could measure up to the job 
requirements. 

GEORGE L. SAVORY 
President 

Savory Oil Co. Inc. 
Binghamton, N. Y. 
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from putting a gusher on the rails... 


STYLE BH TANK 
TRUCK HOSE 





Can you really afford to gamble on hose that “might” do the job—that “may” 


stand up—in your day-in, day-out operations? 

f : : . STYLE WWC GASOLINE 
Thousands of oil marketers play it safe — simply by staying with Goodyear PUMP HOSE 
hose for any and every job from drilling wells to filling gas tanks. 


They know Goodyear quality never wavers—that Goodyear developments such 
as CHEMIGUM help to provide unmatched oil-resistance. Rugged Goodyear 
construction fights off wear in abusive service. Goodyear hose lasts longer. 


So why settle for less than a proven performer like Goodyear? You can’t 
lose when you contact your Goodyear Distributor—or write Goodyear, Indus- 
trial Products Division, Akron 16, Ohio. 


the big name in hose is... 


GOooDy 


THE GREATEST NAME IN RUBBER 


Chemigum, Redwing—T. M.'s The Goodyear Tire & Rubber Company, Akron, Ohio 
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AMSCO Solvent Jobbers 
lead the good life 





here’s why 


AMSCO Solvent Jobbers make more money. They get a 
higher margin on AMSCO solvent sales. 


AMSCO Solvent Jobbers get better service. With 
AMSCO’s nationwide network of refineries and ter- 
minals, jobbers are never caught with inventories 
down. They can promise and make fast delivery. 


AMSCO Solvent Jobbers sell more solvents. AMSCO is 
first in sales because AMSCO is first in quality. 


AMSCO Solvent Jobbers get lots of help. AMSCO’s Mar- 
keting and Research men will work with you at your 
request. Then too, AMSCO’s advertising is working 
for you where it does the most good. 





- Please furnish me infor- 
mation on the extra 
profit opportunity in 
solvents offered by 
AMSCO. 





Name 


_ OL eS a gy 


If you'd like to enjoy all these benefits of the AMSCO Solvents Jobber. ~ 
send this coupon today. We’ll see that you get full information. 


AMERICAN MINERAL SPIRITS COMPANY 


General Eastern Offices 
Murray Hill, N. J. 


200 S. Mich Ave. 8600 S. Garfield 
e Chee. bd South Gate, Calif. 





Address 
City Zone State 








| 
| 
| 
| 
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Tire Merchandi ser 
and Warehouse 


Liberal Tredein Momence 
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and Storage for Approximately 108 Tires 


Field tests have been completed. Dealers rate the ‘Roll-A-Door’ unit will pay for 
everywhere report tire sale increases up to itself in a matter of months.” 

‘ of ‘ T ‘oy ins service , 
yet vid pe ee beg c atongee te tank You too, can make greater sales .. . greater 
station operator says, ‘in 2 first a dE : pepe ei 
month the ‘Roll-A-Door’ was installed, I profits with the Roll-A-Door Tire Merchan- 
sold 72 tires in comparison to the 25 I nor- diser. Write or call for full information and 


mally sell... an increase of 188%. At this price today. 


a5 [+ Tmes 
ee THRE BARGAINS oc Easy BupeeT Terms | Time BARGAINS mov 
i* eve “eden Monere Toe Sar Sart - 





eae Kir Savery & Sevings Sare’y & Sovemg: 



































BETTER APPEARANCE Handsome profile matches the finest EASIER AND SAFER TO OPERATE Double track, both top 
service stations. No unsightly bolts, joints, ribs or hinges and bottom, eliminates danger of floppy hinged doors and 
are exposed. wind damage. 

ROLLING DOORS Monorail suspension and ball bearing . IMPROVED AD COPY ARRANGEMENT — Advertising message 
rollers make opening and closing easy. Doors are safely is always visible. Doors offer a completely smooth, flat 
secured with one lock. surface. Doors 742 by 712 feet. Colorful copy is baked on 
BETTER PERFORMANCE, LONGER LIFE — Made of bonderized to insure long life. 

steel with baked-on enamel finish. Roof is heavy, ribbed . EASY TO ASSEMBLE -- Because support members are sub- 
aluminum. Structural members are factory welded for better assembled and welded, there are fewer parts to put together 
alignment, more rigidity and easier erection in the field. in the field. 


The ‘Roll-A-Door’ is easily installed on existing black-top or concrete . . . or on newly poured base. 





MODERN METAL PRODUCTS COMPANY, 


Box 1798 — Greensboro, North Carolina 
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ONE OF TWELVE modern 
Pacer Oil service stations. 


CECIL E. BLACK, PRESIDENT 
of Pacer Oil Company, Inc. 


THIS NATIONAL SYSTEM paid 
for itself in less than two years. 


“Our C@lational Accounting System 
saves us 4,200 a year... 


returns 65% annually on investment!”’ 


—Pacer Oil Company, Inc., South Bend, Indiana 


“Quite a change has come over our 
record-keeping since we installed a 
National Accounting System. 
‘‘Previously, our records were 
compiled by hand. This old method 
was extremely time-consuming, and 
mental errors were frequent. But 
now that we have a National Sys- 
tem, these former problems are gone. 
Thanks to its speed, we have elimi- 
nated overtime. In addition, we now 
get correct records—without mental 
errors. Our National System is ver- 
satile too! We use it for Charges, 
Cash Receipts, Accounts Payable, 


Payroll, W-2 Forms, Gasoline Tax 
Analysis, Retail Accounts Receiv- 
able, and our General Ledger. 

“No, we wouldn’t be without a 
National System. What’s more, our 
National Accounting System saves 
us $4,200 a year... returns 65% an- 
nually on investment.” 


President 
of Pacer Oil Co., Inc. 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 


14 


Your business, too, can benefit from the 
many time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly through savings, 
then continue to return you a regular 
yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow 

pages in your phone book.) 
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Money-Making Ideas 


Cashing in on the World 
Series ... Pumps for the 
kiddies .. . Selling paper 


IT’S NOT NEW, but it’s always pop- 
ular—a blackboard or poster on which 
your dealers can post World Series 
scores. A radio playing at a volume 
the customer can hear is also a good 
Series-time sales-builder. 


$ 


A STATION MANAGER with a 
knack for woodworking recently 
turned out some wooden “play” 
pumps for the local nursery schools. 
The pumps, of course, are complete 
with the dealer’s brand name. So he 
gets gratitude from the school, brand 
name exposure to the parents who 
come to pick up the children—and 
makes a strong impression on some 
future motorists. 


SERVICE-STATION “SPECIALS” 
always draw motorists. A Pure Oil 
dealer has been posting a sign reading 
“Lubrication job—98¢ if no car is on 
the lift.” Another offers a wash job 
for “$1.01—when my wash rack is 


open.” 
$ 


FREE SERVICES can pull new cus- 
tomers into the station. A Conoco 
dealer in Provo, Utah, cleans battery 
terminals free and makes a point of 
telling his customers about the service. 


$ 


ESSO DEALER Charles McCafferty 
makes a point of displaying paper 
products—towels, tissues, windshield 
wipers—and finds that 80% of his 
customers buy them on a repeat basis. 
Pump tops serve as display locations. 


$ 


HERE ARE SOME “EXTRAS” used 
by Texaco dealers: a clean cloth inside 
each hubcap, to be used to clean the 
hands or to kneel on in case of a 
highway flat; a “dog bar” watering 
trough for traveling pets (the trough 
is a five-quart oil can sliced edgewise); 
an electric bottle-warmer for traveling 
infants. 
$ 


A TIP TOP service station at Pat- 
erson, N.J., gives a free local news- 
paper to the first 50 customers each 
morning. 








SAYS “| stoP | HERE. . 


ADJUSTABLE POLE ADAPTORS 


Threaded on Top 


for ane - 


Lighting 
| sat GE 
— aS 
| 
Weight of Luminaire is Rigidly Sup Single Mode 


ported by Sturdy Load Bearing No. 1711 
Hub Supports. y\ 


Double Model 
No ear. 


Individually 
Adjustable 


Wireway Access 
Door for Easier Wiring 


Each A ce 





FOR SERVICE” 


COMPCO 
CANTILEVER 
LIGHTS 


ALL ALUMINUM CONSTRUCTION 


e Do make sales... because they 
focus customer attention on 
your station and create traffic. 


e Do give more light... because 
Compco engineered luminaire 





design offers more powerful and 
better light over wider areas. 


e Do offer maximum versatility 
and economy. Can be used for 
island, perimeter and approach 
lighting. 


wi 


— 
=, 


COMPCO 


CORPORATION 


1800 N. Spaulding + Chicago 47, 
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This is one of a series of ads which Gulf has addressed to those who 
write and edit the news. It is reprinted here as a service of information. 








GULF PRESS CONFERENCE 11 





A service of Gulf Oil Corporation in the cause 
of creating—through the facts as we see them 
—a fuller understanding of the oil industry. 


Oil’s amazing building blocks 


Oil used to mean fuel and lubrication—and that was it. But the oil industry 
has known for years that the gases given off in refining could also be 


processed into valuable chemicals. Only with the advent of modern refin- 


ing has it become economical to make the most of these gas and liquid 


fractions. Today’s refineries produce enough raw materials to feed a new 


kind of oil-chemical industry. We call that industry petrochemicals. 


Q. Would you identify some things that 
trace their origin to oil? 


A. The polystyrene in your hairbrush 
handle is petrochemical. So is the mela- 
mine in plastic dinnerware. The synthetic 
detergents you wash the dishes with, The 
polyester fibers in the clothes on your 
back. The polyethylene in squeeze bot- 
tles. Petrochemicals may turn up in boats, 
football helmets, fertilizers, paints, ex- 
plosives or sandwich wrap, to name but 
a very few uses, 


Q. What brought about this great activity 
in petrochemicals? 


A. It began partly with World War II. 
The frantic hunt for synthetic rubber, 
explosives and high octane gasoline com- 
ponents put petrochemical development 
on a crash basis, Butadiene and styrene 
were needed in large quantities for syn- 
thetic rubber. Eighty-five percent of all 
rubber in the War was synthetic. Today, 
better than 90% of passenger car rubber 
is petrochemicals, 


Q. You indicated petrochemicals owe their 
success to more than the War? 


A. Yes, in large part they owe their rise 
to new refinery processes such as cata- 
lytic cracking. Besides boosting gasoline 
octane ratings, “cat cracking” upped the 
output of gas residues from which petro- 
chemicals are made, It takes a tremen- 
dous investment in refinery equipment 
to transform that gas into petrochemicals. 
But this increased source of supply made 
such an investment economical. 


16 


Q. Does this transformation take place at 
the refinery or elsewhere? 


A, It starts at the refinery. Here the gases 
and liquid fractions undergo a costly 
process of upgrading. They are then de- 
livered in compressed gas or liquid form 
to chemical companies. There these mo- 
lecular building blocks are rearranged 
into an almost limitless number of com- 
pounds never before known to man, 
Matter as hard as steel, elastic as a 
rubber band, buoyant as cork, 


Q. Earlier you mentioned rubber. What 
other industries have been affected by 
petrochemicals? 


A. The chemical industry itself, for one. 
In 1920, there were two chemical plants 
producing 75 tons of petrochemicals. To- 
day, there are many hundreds producing 
some 20,000,000 tons per year. This is 
one-third the volume of all chemical 
production in the U, S. Or, look at these 
figures, Synthetics from oil now add up 
to 75% of all soap and detergent sales, 
Ninety percent of U. S. fertilizer nitro- 
gen is obtained from petrochemicals. 


Synthetic fibers make up about 10% of 


all textile production, and that figure is 
growing rapidly. 


Q. How fast is the petrochemical industry 


growing over-all? 


A, All through the 1950’s the industry 
grew at the phenomenal rate of 14% a 
year, as against 4.1% for the all-industry 


average. The growth rate, economists 
tell us, should continue at a healthy 8 to 
10% yearly clip in the 1960's. 


Q. Has Oil felt this boom to the extent 
the chemical industry has? 


A. Petrochemicals use the equivalent of 
about 60,000,000 barrels of oil a year. 
That is about a barrel in every 50 of 
crude produced. That barrel however, 
supports a petrochemical industry worth 
$6.7 billion in capital investments and 
employing over 150,000 people. 


Q. What petrochemical products are we 
likely to find in our future? 


A. That is hard to pin down. Based on 
our present knowledge, petrochemicals 
could replace many hundreds of items 
that are now made with natural re- 
sources, Plastics, for instance, will wind 
up in more and more products now made 
of wood, metal, ceramic, paper and glass. 
But the really exciting future of petro- 
chemicals may very well lie in the dis- 
covery of products that don’t even exist 
at the present time. 


Q. This indicates a great need for con- 
tinuing research, doesn’t it? 


A. The research laboratory is the heart 
of the petrochemical industry. Oil com- 
panies are putting $45 million a year 
into petrochemical research so we may 
continue to find exciting new uses for oil. 
Our research people would be the very 
first to tell us that present achievements 
in petrochemistry are only a start. 
Synthetic foods, indestructible bridges, 
engines that never wear out—they may 
all be in Oil’s future. And that future’s 
limited only by man’s imagination. 


We welcome further questions andcomment. 
Please address them to Gulf Oil Corp., 
Room 1300, Gulf Bldg., Pittsburgh 30, Pa, 
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BENNETT 
ADVANCED DESIGN FOR MODERN STATION PLANNING 


REGULAR PREMIUM Lt: 4a Hw” 4 j PREMIUM 














New low Two Thousand pumps for the service station of the future. 
elegantly modern, yet classically simple / “Trim Twin” pumps are exactly the 
complement every contemporary Nc jf same width as single pumps; enable 
design trend and lead the way marketers to double island 
to further forward thinking r capacity without sacrificing space. 


STAN DAF DO = CF COM PARIS ON 














NEW BENNETT LOW PROFILE LIGHTLESS PUMP 


Bennett’s new unlighted pump features the @ Anodized aluminum top, side and 
sleek modern design and quality construction upper door panels 
that have made Bennett the oil marketer’s 


Standard for Comparison ® Dial face advertising space for 


merchandising impact 


e@ All-metal “fuel-proof” meter @ 2100 Series lightless pumps available in 


@ Hi-hose outlet gives perfect all models (cable retraction only) 
hose drape with greater length 


JOHN WOOD COMPANY BENNETT PUMP DIVISION, MUSKEGON, MICHIGAN 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland 
Dallas * Denver * Detroit * Kansas City * Los Angeles * New Orleans * New York * Philadelphia 
Pittsburgh * Rochester ¢ Salt Lake * Seattle * St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED * Toronto * Montreal * Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y., Cable “WOODINTER” 





PROFIT DEPENDS 
ON PERFORMANCE 


FIRESTONE, THE LOW-COST-PER-MILE TIRE FOR ON-TIME PETROLEUM DELIVERIES! 


Firestone tires’. low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That’s because 425,000,000 tire miles 
a year in Firestone’s own tire testing program prove Firestone truck tires 
are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone Shock-Fortified cord which means extra miles 
of service out of every tire. Get performance proved Firestone truck tires, 
on convenient terms if you wish, at your nearby Firestone Dealer or Store. 


Firestone . 


BETTER RUBBER FROM START TO FINISH 


Copyright 1960, The Firestone Tire & Rubber Company 
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Regions 


The Southwest: Fina Gets Set for 


A coast-to-coast push lies ahead, but the job now is to fill in the gaps 
in existing Fina territory. Here's how hustling VP Jack Shea is doing it 


4% HE INTENSE young executive conducting a sales 
conference (right) and the portable service 
station (below) are symbolic. They represent a 
new phase at American Petrofina, where the word 
now is “consolidation.” 

J. M. Shea, Jr., who has headed Fina’s rapid 
push to prominence in the U.S. marketing scene, 
reflects the firm’s new concentration on tying up 
loose ends following several acquisitions in a short 
space of time. 

And the station is an example of how Shea and 
his team plan to use the fastest, most inexpensive 
route to fill in the gaps in its 13-state area. 

These steel-with-porcelain-enamel prefabricated 
buildings are an outgrowth of the skid-tank stations 
that erupted in the Southwest two years ago (NPN 
—June °59 p87). The new portable stations will 
be manufactured on steel skids, and each will be 
shipped as a package. 

Fina plans to buy the stations in bulk to take 
advantage of volume prices, then lease them to 
its jobbers. Shea figures they can be installed for 
between $10,000 and $12,000, including every- 
thing except land. They'll be used in out-of-the-way 
locations on sites that won’t justify more expen- 
sive outlets. For other sites, Fina will stick to its 
present line of four different station designs. 


What’s Been Happening 


Fina hit the U.S. with a bang in late 1956 by 
buying out American Liberty Oil Co. This pur- 


Ses 


chase was followed by the acquisition of Pan- 
handle Refining and Atlas Corp. These properties 
gave Fina three refineries, sizeable production and 
reserves. Last July the company bought 28 gas 
wells in Texas producing about 225,000 Mcf per 
month; this latest purchase adds about 32 billion 
cu. ft. of reserves to Fina’s current estimated gas 
reserves of 200-billion cu. ft. 

Fina started its real marketing push in mid- 
1957. Now, three years later, its flag is firmly 
planted in 13 states stretching from the Louisiana 
Gulf Coast up through the Midwest as far north 
as the Great Lakes area. Slightly more than 300 
jobbers sell Fina products through some 1,820 
branded stations. But in Shea’s opinion, this just 
establishes a good nucleus from which to expand 
in the 13 states. 

Fina hasn’t ended up with everything it looked 
as if it had on paper following the Amlico, Pan- 
handle, and Atlas deals. The Atlas operation, in 
particular, involved certain types of distributors 
and outlets that since have been culled out. Shea 
says the first six months of this year were devoted 
to “cleaning out,” primarily in the Midwest area. 


What's Ahead 


The necessity of switching all the various brands 
Fina acquired to its own, and the consolidating of 
these properties into one smooth-functioning ma- 
chine, have served to dull the expansion gleam in 
management’s eye. Price wars, too, have delayed 


| ere 


baens 
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Prefab portable stations will be leased to jobbers to plug holes in Fina’s 13-state marketing territory 
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Bigger Things 


the Fina steamroller. This is one of the big topics 
discussed each Monday at sales conferences. 

You get the impression, after a session with 
Shea, that he feels Fina is now about set to push 
on to more states. He denies any immediate plans. 
says there’s no set schedule. 

“We're being approached by an amazing number 
of people who want connections with us. We just 
have to tell some outside our current territory that 
we will keep in touch with them,” Shea says. 

Continued Push—lIf the international heads of 
Fina management have a “pet,” it’s marketing, 
Shea contends. It gets much more emphasis than 
production. So there is every likelihood that the 
company’s nationwide push will go on. 

Fina’s three refineries can’t supply the com- 
pany’s needs fully, so Fina is buying regularly 
on the outside. “We will be looking at additional 
refinery acquisitions if we start expanding into 
new areas,” Shea says. 

Fina now has a complete line of branded prod- 
ucts, and keeps up a steady advertising and promo- 
tion campaign. This year, for the first time, it is 
sponsoring a half-hour TV show. It has carried 
out some promotions, tying them in with dealers 
on a cooperative basis, and advertising them in 
such mass-circulation publications as the Saturday 
Evening Post. 

Fina is continuing to go the exclusive jobber 
route. It does not market direct. A subsidiary, 
Colonial Oil of Des Moines, Iowa, does market 
direct, but this firm is “completely separate” from 
Fina. Most of its business is heating oil. 

“We are very proud that we do not sell com- 
mercial accounts,” says Shea. “We will come in 
and sell direct to one of these acocunts only at our 
jobber’s request. He participates, if we do.” 

Price Problem—On the subject of prices, Shea 
is aware that some have criticized Fina by claiming 
the company operates like a major but has in- 
dependent price ideas. He answers such criticism 
by maintaining that Fina’s wholesale pricing struc- 
ture to jobbers is in line with those of the majors. 
He declares, too, that the company’s jobber benefit 
program (such as station building financial help) 
is no different from the majors. 

“We can always be beat on prices,” Shea says. 
But, he adds, Fina still looks on itself as a branded 
independent marketer—not as a major or a “baby” 
major. 

“There are a growing number of areas where 
Fina stations price within 1¢ a gal. of the so-called 
major brands. But we have nothing to do with 
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Hard-driving vice president Jack Shea (center), 36, masterminds 


Fina’s sales strategy from company’s Dallas headquarters 


the price policies these stations establish,” Shea 
declares. 

Fina has well over 100,000 credit cards out now. 
The total number issued by the companies it ac- 
quired was 14,000. Fina also is affiliated with the 
Diners’ Club credit card. 

Nothing to Hide—Fina’s Belgian ownership is 
discussed openly now. “We formerly had to fight 
rumors about our foreign connections. People know 
us now,” Shea says, adding, “New York and Brus- 
sels laid down a pattern for our entrance into the 
U.S. We have followed that pattern. Our objective 
was to get a fair-sized base of operations, then ac- 
quire and fill in. The third step, which we are now 
in, calls for tying up the loose ends.” 

But after talking with Jack Shea, you can’t help 
feeling that this young (36) head of Fina’s market- 
ing operations is getting impatient to push the 
Fina flag from coast to coast. And today he’s in a 
better position to have his arguments heard. As 
corporate vice president and a director of the parent 
American Petrofina, Inc., Shea has a bigger voice 
in top-level policy-making and operating activities 
of Fina. Chances are he’ll use it. . 





Using new facilities (see Southwest), Lion Oil barges asphalt on the Mississippi 


»>W.C. Murphrey, a rapid-talking 33- 
year-old Louisiana oil equipment dis- 
tributor has big ideas about launching 
a new trading-stamp program. The 
program—to be limited to the oil 
industry—would ultimately help needy 
college students who want a career 
in petroleum. 

To get the ball rolling, Murphrey 
says he’s chartered a Delaware cor- 
poration known as the Liquefied-Pe- 
troleum Gas Savings Co. It’s to be a 
stamp redemption center for the oil 
industry only. The firm’s reportedly 
seeking clients among gasoline retail- 
ers and LP-gas distributors in the 
Southwest, but Murphrey says he 
plans to expand nationally later on. 

The original company will operate 
on a fixed margin, says, Murphy. 
This would include overhead and serv- 
ice fees to a St. Louis stamp promotion 
firm. Excess profits from this company 
would go into what Murphrey calls 
Endorsement Trust Foundation.” 

This foundation is the real gimmick 
“The Liquid Petroleum Educational 
in his plan. It’s said to be seeking 
support of a number of influential oil 
and other industry people. In other 
words, it would operate on loans and 
grants from its supporters in addition 
to the excess profits from the stamp 
company. 

The foundation’s trustees, made up 
of contributors, would control the 
stamp company’s operations, and in 
ten years would have the right to 
purchase the company for $2-million. 

Murphrey anticipates that there 
will be 50 scholarships of $5,000 
each available to needy students in 
1961. Eventually he hopes to establish 
a university known as the Louisiana 
International Petroleum University. 

As for potential contributors to the 
foundation, he claims to have Mrs. 
Oveta Culp Hobby as one. However, 
the former member of President Eisen- 
hower’s cabinet has denied it, through 


an assistant, and said she had made no 
commitment. 

Another party approached by Mur- 
phrey says he believes the idea “is one 
of those crazy things that might work 
—but I don’t believe it will.” 

If Murphrey does get going in 
October, service-station dealers can be 
expected to get a sales pitch on 
education. But the main appeal will 
probably be the great sums of morey 
they’re losing on unredeemed stamps. 
The foundation that Murphrey has in 
mind would channel this money to- 
ward the needy students. 


Lion Oil Co., subsidiary of Mon- 
santo Chemical Co., is now shipping 
asphalt by barges to points along the 
Mississippi. 

Shipments are brought by trans- 
port truck to Lion’s terminal at 
Champagnolle Landing, near the com- 
pany’s headquarters and refinery at 
El Dorado, Ark. 

Asphalt is then loaded into four 
steel barges and carried down the 
Ouachita River to the Black River 
in Louisiana, then the Red River, the 
Old River, and finally into the Mis- 
sissippi near Angola, La. 

The asphalt-loading facilities were 
installed at the barge terminal, to re- 
duce transportation costs, says Lion. 
Regular shipments of fuel oil and 
sulfur have been handled at the 
terminal for years. 


Gulf Oil Corp. plans to build a 
new lube oil unit at its Port Arthur, 
Tex., refinery and modernize the re- 
finery’s main office. 

The new lube-oil installation will 
consist of twin units designed to pro- 
duce 6,500 bld. The twin units were 
designed as such to give more freedom 
for operating control as well as to 
enable one unit to come down for 
maintenance while the other is run- 
ning. 


The Midwest 


Dealer councils push 


voting campaign... 


Sinclair serves tows 


EIGHT dealer advisory councils of 
Standard Oil Co. (Indiana) are push- 
ing a get-out-the-vote program sched- 
uled to break Sept. 15 in 14 states. 

The idea for the campaign came 
about during the Congressional elec- 
tion two years ago, when Standard’s 
eastern dealer advisory council con- 
ducted a similar program on its own. 
The group met with such success (it 
won a Freedom Foundation award) 
that the other seven councils decided 
to try it during a Presidential election 
year. 

Dealers can participate by spending 
as little as $7.50 for a get-out-the- 
vote kit. The kit contains 500 napkins, 
250 litter bags, six celluloid buttons, 
and six bumper strips, all imprinted 
with the slogan “Speak up for good 
government—vote November 8—your 
Standard Oil dealer.” 

Additional get-out-the-vote material 
such as American flags, imprinted ball 
point pens, pennants, windshield stick- 
ers, and balloons are also available 
to Standard dealers through the coun- 
cils. 

It’s the first effort by the eight 
dealer advisory councils to work with 
Standard dealers on a program of 
such stature and size. It will be 
strictly a dealer effort, and Standard 
of Indiana will be called upon only to 
coordinate the program throughout its 
marketing territory. But it will also 
boost the dealers’ campaign through 
its own advertising in radio, television, 
newspaper, and other media. 


PSinclair oil products are _ being 
offered to Mississippi River tows 
underway in the Alton, IIl., area just 
north of St. Louis, Mo. 

The marketer says it is offering 
this service as the result of a marketing 
agreement with Ory Brothers Marine 
Service of Wood River, Ill. 

Sinclair is providing the barge and 
Ory Bros. has acquired a new tow- 
boat. The barge, 115 ft. long and 
30-ft. beam, can carry 126,000 gal. 
of product in four compartments and 
can refuel tows at the rate of 500 
gpm. Two 5,000-gal. sater tanks, plus 
lube oil dispensing facilities are also 
on the barge. 

Midstream refueling operations are 
operating from the dockside facilities 
at Sinclair’s Wood River refinery. 
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The West 


War on trading stamps spreads in California. 
Stamp firms warn dealers against ‘collusion’ 


AGAINST A BACKGROUND of 
meetings, threats, and promises, a 
large number of northern California 
dealers continue to tear down stamp 
banners in what one stamp-company 
Official calls “the largest ‘stamp out 
Stamps’ campaign I have ever seen.” 

Tidewater was rumored to have set 
September 1 as the target date by 
which it will be totally out of trad- 
ing stamps. And 82% of Richfield 
stations were reported to have dropped 
them already. 

Stamp-Company Response — Wor- 
ried stamp houses reacted in two ways. 
Sperry & Hutchinson (S&H Green 
Stamps), whose losses have been light 
so far, wrote letters to several dealers 
and individuals who had been quoted 
in the press as being anti-stamps, in- 
forming them that public utterances 
against stamps might be construed as 
a violation of the Sherman Act. “We 
have advised certain people that they 
are breaking the law in trying to entice 
people to drop stamps,” was the way 
an S&H spokesman put it for NPN. 
He pointed out that annual contracts 
are signed with dealers, and that 
S&H representatives have made per- 
sonal visits with several dealers to “ex- 
plain” the contracts in a friendly man- 
ner in cases where the dealers were 
trying to back out. But despite the 
letter threats, S&H has filed no suits. 

Blue Chip stamps took another tack. 
Blue Chips contracts are less binding 
because they have only a two-week 
cancellation clause. The company is 
trying to stem what one spokesman 
called “a general exodus” from stamps 
by spreading the word that Blue Chip 
will, in future, be selective in its 
clients. Until now Blue Chip has been 
a “saturation” operation, signing on as 
many service stations as possible in 
an area. 

Blue Chip representatives are tell- 
ing clients that the stamp ruling came 
at a good time. They mean that it is 
having the effect of narrowing down 
the field, and that when enough Blue 
Chip dealers have quit, those who 
remain will be operating in protected 
territory. And Blue Chip was reported 
to have cut the price of its stamps 
to service stations from more than $11 
to $10 per book. 

At present, about 15% of Blue 
Chip’s clients are service stations. 

Dealer Reaction—One dealer who 
received a letter from S&H hinting at 


a lawsuit said his lawyers had advised 
him not to worry because the S&H 
contract would be void if state law 
altered any of its terms. “And as far 
as collusion is concerned, I was just 
speaking my piece as an American,” 
he said. “If I don’t like stamps, I can 
say so out loud.” 

John Ely, a northern California 
director of California Federation of 
Service stations, said his group would 
try to make a national issue of 
“Stamps out Stamps” at the National 
Congress of Petroleum Retailers meet- 
ing in Houston. He said prosecution 
under the Sherman Act would be im- 
possible since no votes or resolutions 
are accepted at Federal meetings. ° 

Ely said the low profit margin on 
gasoline—3¢ gal. including stamps— 
is a major reason for “the 62% turn- 
over” in California service stations in 
1959. He said elimination of trading 
stamps would save every dealer thous- 
ands of dollars per year. 


>The Teamsters union has begun a 
large-scale effort to organize employes 
of independent stations in Southern 
California. 

Registered letters have been sent out 
en masse to individual marketers in 
Los Angeles, Orange and San Ber- 
nardino counties, inviting discussion 
with Petroleum Drivers and Helpers 
and Service Station Employees Local 
248 and Automotive Employees, 
Laundry Drivers and Helpers Local 
88. Text of the letter said: 

“There not being any bargaining 
unit available to sit down with us as a 
representative body to reflect your in- 
terests and to determine areas of 
further mutual cooperation . . . we 
should appreciate a chance to discuss 
the matter with you personally. ... ” 

Despite widespread resistance to the 
invitation, four independent chain op- 
erators expressed willingness to meet 
with union officials: Powerine Oil Co. 
(marketing arm of Rothschild Oil 
Co.), Mohawk Petroleum Corp, Urich 
Oil Co., and Community Stations, Inc., 
(marketing subsidiary of Pathfinder 
Petroleum Co.). They met twice with 
union officials; only Powerine ap- 
peared for a third scheduled meeting. 

These four independents, sitting as 
a group, represent an aggregate of 
115 stations. 

Problems—Union officials were ad- 
mittedly disappointed that a larger 
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Model 789 Fleetmaster Pump Model 98 Tireflator 
with Ticket Printer 


Model! 248 AWC Islander 
with Cash Box 


Model 760 Highboy 


Mode! 506 Barrel Pump Model 32 Hose Reel 


/ 


Model 100 BMF 
Grease Dispenser 


Each of these Bennett prod- 
ucts is built to be the finest 
of its type. For superior per- 
formance and maintenance 
economy, Bennett equip- 
ment is the oil marketers’ 
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COMPANY ; 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 





BUCKEYE +100 


AUTOMATIC NOZZLE 


® LIGHTER ® FASTER FLOW ® EASY TO USE 
® THE MOST RELIABLE AUTOMATIC EVER BUILT! 


The new aluminum Buckeye #100 is so ruggedly designed—so effi- 
ciently simple that there just isn’t much that can go wrong. Fewer mov- 
ing parts! Up to 50% less than competitive models. Easy one-hand 
operation! The hold-open device is built-in the guard. No springs or 
moving parts to bother with. Good looking design—functional, too! 
The slim, tapered silhouette permits the #100 to penetrate deeper 
into the fill pipe—assures more positive shut-off. Tested reliability! 
Dropped 10 times on a concrete floor from a height of 6 feet, then put 
through the automatic shut-off cycle—99,999 AUTOMATIC FILLS 
LATER, IT STILL WORKED—PERFECTLY! Call your Buckeye 


Distributor, or write us for complete details. 


GUARANTEED for 1 YEAR 


W R I TE © BUCKEYE IRON & BRASS WORKS 
* E -P.0. BOX 883, DAYTON 1, OHIO 
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bargaining group could not be 
amassed. At the same time, the four 
chain marketers were chary about 
entering into any agreement unless a 
substantial number of other independ- 
ents also went along . 

Earl G. Whitehead, secretary of 
Community Stations and a member of 
the employer negotiating committee, 
said, “I don’t expect they can organ- 
ize all the momma and poppa sta- 
tions. But it would not be economic- 
ally feasible for one group of stations 
to have a different scale of wages and 
working conditions from their com- 
petitors.” 

But attempts by the Teamsters to 
entice other sizable groups of mar- 
keters have run into a snag. One ad- 
mitted target is the Serve Yourself 
and Multiple Pump _ Association, 
which comprises more than 150 out- 
lets. However, the association’s of- 
ficers do not have authority to bargain 
on behalf of members, nor was there 
any indication that the board of di- 
rectors would vote such authority. 
Thus any attempt to organize would 
apparently have to be done on a com- 
pany-by-company, _ station-by-station 
basis. 

Don Duvall, business agent for 
Local 248, said that if necessary the 
union would resort to this method, 
and he indicated that the resultant 
eontracts would undoubtedly include 
more stringent terms than those nego- 
tiated with large employer groups. 

Dan Lundberg, public affairs coun- 
sel for the Serve Yourself and Multiple 
Pump Association, reacted ironically 
to Duvall’s threat, saying, “I hope his 
war chest is large enough to get such 
grass roots recruitment.” 

On the Move—Meanwhile, there 
was evidence that such grass roots 
recruitment is already under way. 

One independent operator, Johnny 
Carpenter, who operates a chain of 
four stations, was particularly militant 
about the Teamster efforts to organize 
his employes. 

“They got some of my help signed 
up,” he said, “But that doesn’t mean 
anything. I'm going to start slashing 
my help. All my help does anyway is 
just sit around on boxes and sell gas 
and oil. 

“I put my life in my stations and 
I built them myself, and no bunch of 
racketeers is going to come in and 
tell me how to run my business.” 

The Teamsters, however, are equally 
determined. Duvall claims some of the 
independents are paying their attend- 
ants as little as $1 an hour with no 
proviso for overtime and no benefits 
of any kind. 

The contract which the Teamsters 
are offering for consideration is the 
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same as that which has been in effect 
with Wilshire Oil’s company-owned 
stations. That contract at one time 
covered more than 100 outlets, but 
Wilshire began switching to leased 
stations in Feb. 1958 and the number 
of company owned stations still cov- 
ered by the Teamster agreement has 
dwindled to 12. 

The Wilshire contract incorporates 
the following minimum wage scale: 


Part-time salesman 
(less than 30 hours a 
week ) 
Salesman B (first 3 
months ) 1.50 
Salesman A (3 months 

| year) 1.60 
Senior Salesman (more 
than 1 year) 1.70 
Assistant Manager 1.80 


$1.45 an hour 


The model contract also provides 
for overtime rates, sick benefits, vaca- 
tion pay, employer-furnished uniforms, 
guaranteed premiums for holidays 
and other benefits. 

Some observers feel the four inde- 
pendent chains who have entered into 
talks with the Teamsters are singularly 
vulnerable to union involvement, in- 
asmuch as their drivers are already 
organized under the Teamsters. 

Major oil marketers operating in 
California are considered relatively 
immune from Teamster bargaining at- 
tempts. Most of the majors retail 
strictly through lease-operated sta- 
tions. The one significant exception, 
Standard Oil Co. of California, has 
an agreement with a company union. 


& Standard of California’s Chevron 
is the leading brand name on the 
island of Oahu in the state of Hawaii, 
says a recent consumer analysis. 

A survey by the Honolulu Star- 
Bulletin shows 36.4% of consumers 
in the area prefer the Standard brand; 
24% favor Shell, 20.8% Union, 
16.7% Tidewater, and 4.2% miscel- 
laneous or no preference. 

In the state, total taxable gasoline 
sales range between 10-million and 
11-million gal. a month. Total vehicle 
registration is about 210,000. 


®& Hawaii's usually stable market is 
developing some soft spots. 

The shakiness in the market is due 
to two factors: dealer opposition to 
trading stamps, and the entry of a 
big discounter, Armour Oil, into the 
market last February. 

But Lawrence S. Spencer, president 
of the Oahu Retail Gasoline Dealers 
Assn., feels the market is “acceptably 
stable,” although he thinks a different 
merchandising trend and even a price 
war may lie in the future. 
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BUILD 
CONSUMER 
ACCOUNT 
VOLUME! 
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Give your customers 
3-way fueling economy! 


1 Accurate fuel cost control 


9 Faster, safer refueling—easy- 
to-read horizontal dial face 


3 Padlock provision to end 
pilferage 

Bennett quality features — direct 
drive rotary vane pump, built-in 
strainer and check and by-pass 


valve—make Fleet Jr. pumps inex- 
pensive to operate and maintain. 


JOHN WOOD ¢ 
COMPANY 


BENNETT PUMP LpyF . “aa, MICHIGAN 
iN CANADA: JOH! WO00 Col MPANY LTD. 
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The Southeast 


Jobber-senator seeks 
state price controls .. . 
1960 Mississippi laws 


ALABAMA state 
senator E. O. 
Eddins, oil job- 
ber and head of 
the Senate’s oil 
and gas commit- 
tee, is threaten- 
ing to sponsor a 
bill that would 
put gasoline pric- 
ing under _ the 
control of the 
Alabama public 
service commis- 
sion. 

Eddins, who has just completed the 
first in a series of hearings on oil- 
industry ills (NPN—May p21), says 
he will also ask the 1961 Alabama 
legislature to pass laws prohibiting 
improper blending of gasolines, mis- 
leading or false advertising, and mis- 
representation of octane ratings. 

Nothing has been done so far to 
answer Eddins’ charges, says a spokes- 
man for the Alabama Petroleum 
Council, either by organized oil mar- 
keters or the council itself. 

But there is one pocket of resist- 
ance in the person of Roxie G. Lee, 
Sinclair jobber in Mobile. He says 
oil marketers in his area don’t want 
legislation to regulate the oil market 
in Alabama, and adds, “we are going 
to fight Eddins.” 

During a lull between Eddins’ hear- 
ings and Lee’s defensive barrages, 
NPN interviewed both sides. Here’s 
how the charges and countercharges 
stack up: 

e Senator Eddins claims 50 oil 
marketers didn’t show up at a hear- 
ing in Mobile—although they'd been 
issued invitations—because they were 
“scared off by their suppliers.” He 
says he has documented proof that 
dealers and commission agents “live 
in fear of retaliation by their suppliers 
if they speak out against the sup- 
pliers’ abuses.” 

e Lee says he didn’t show up at 
the hearing because he “didn’t have 
any grievances.” He maintains that 
any difference he and his supplier 
might have should be straightened out 
between them. “That’s the way we’ve 
done it for years, and I see no reason 
why the government now should start 
telling us how to handle it.” 

e Eddins then charged that “the 
big oil companies want stations to 


By B. E. Barnes 
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Orbit station in Savannah, Ga., features vending machines, six pumps, no bays 


operate on a 4¢ gal. margin, when 
records prove that a station has to 
have 5¢ gal. to make a profit.” 

e But jobber Lee says that in the 
Mobile area, “Prices are fixed not by 
the majors, but by the independents. 
The independents cut prices, we have 
to get somewhere near them, and the 
majors have to take most of the differ- 
ential when prices are depressed. In 
a situation like that, if anyone gets 
hurt, it’s the major companies.” 

e Eddins says that in the hearings 
already completed, there has been 
evidence of price collusion. “When 
we report to the legislature, we'll 
name companies and individuals that 
have been intimidating retailers or 
acting in collusion on prices.” 

e Lee says he’s going to ask Sen- 
ator Eddins “to produce evidence 
not accusations—that the prices of 
gasoline need to be regulated by the 
public service commission.” 

“At the same time, we'll be work- 
ing with our own senators and legis- 
lators, explaining to them that we 
can handle our own problems with- 
out government interference,” he 
adds. 


Lion Oil Co., subsidiary of Mon- 
santo Chemical Co., is stepping up 
its private-brand marketing activity 
with new Orbit-brand stations in Sa- 
vannah and Augusta, Ga., and in 
Birmingham, Ala. (see picture). 

Lion now has 15 Orbit stations, all 
built in the past 18 months. The first 
station, in Shreveport, La., is still in 
operation. Two that were opened in 
Tampa were later abandoned. A 
Beaumont, Tex., station is still in op- 
eration, and the spanking-new stations 
in Georgia are averaging 40,000 gal. 
month. 

J. H. Sheehan, Lion marketing di- 
rector, says that private-brand sta- 
tions built by Lion will eventually get 


into Atlanta, and as far north as 
South Carolina. 

All Orbit stations are salary oper- 
ated. The new Savannah, Ga., station, 
pictured above, has six pumps on 
three islands, along with clean-lined 
office-space and vending areas. There 
are no lube or wash bays. 


>The 1960 session of the Mississippi 
legislature passed a pile of bills affect- 
ing oil marketers. NPN picked out 
five it considers of greatest import- 
ance to jobbers, and asked Adlia 
Morgan, director of petroleum taxes 
in Alabama, to explain the laws and 
give the history of the bills’ passage. 

e¢ H 288—All petroleum shipped 
by rail to be held for 24 hours before 
unloading. 

History: Some oil wholesalers have 
been bringing in gasolines (on which 
the state tax is 7¢ gal.) and claiming 
it as oil (12¢ gal. state tax). Before 
passage of this new law, only one- 
hour advance notice was required. 

Now state inspectors will have a 
full 24 hours in which to spot check 
tank cars to catch shipments of gaso- 
line masquerading as fuel oil. 

e H 722—Private haulers can now 
haul gasoline and oil into Mississippi 
anytime, day or night. 

History: For years, private haulers 
could not cross the state line with 
gasoline or oil shipments between 9 
p.m. and 5 a.m. 

Inspectors had to sleep sometime, 
so they outlawed private-truck move- 
ments at night. 

Now weight stations allow round- 
the-clock checking of cargoes. Private 
haulers leaving Mississippi declare on 
the way out and also on the way back. 

e H 291—Sales to Mississippi 
River boats are tax free when one 
fueling exceeds 1,000 gal. 

History: Heretofore, fuel sold to 
boats was tax free only if the receiv- 
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ing vessel was (1) moving inter-state, 
(2) in midstream when the fuel was 
taken on, and (3) able to take on 
over 500 gal. per loading. 

The new law removes restrictions 
(1) and (2), but raises the minimum 
gallonage to 1,000. 

This will mean a jump in business 
for Mississippi oilmen. The two states 
across the river from Mississippi— 
Lousiana and Arkansas—have no tax 
at all on marine fuel oils. So the big 
boats have been stopping only in the 
west side of the river, thereby avoiding 
the 2 ¢-gal. Mississippi tax. 

Petroleum tax director Morgan 
says, “We haven’t been getting that 
Y2¢ tax anyway, so we might as well 
equalize the price situation so that our 
Mississippi businessmen can get their 
share of the trade.” 

The new law applies to fuel oils 
only, not to gasoline sales. 

e H 291 (another provision of 
this omnibus bill)}—Sales to manufac- 
turers who use oil or gasoline as a 
component part of a manufacturer 
product will no longer be taxed. 

History. Makers of products such 
as herbicides and aromatic naphthas 
have asked for relief from the regular 
oil-gasoline usage taxes. Under this 
new law, such manufacturers who buy 
their petroleum products from out-of- 
state sources may exempt themselves 
from taxes by filing quarterly usage 
reports. 

On purchases from Mississippi oil- 
men, the tax is recovered when the 
seller files a special refund claim on 
the basis of his records of sales to 
qualifying manufacturing firms. 

e H 385 — Persons distributing 
LPG in Mississippi at retail or whole- 
sale must have at least 14,000-gal. 
storage facilities in the state. 

History: Haulers from Louisiana, 
Arkansas, Alabama, and Tennessee 
for years have been flooding Missis- 
sippi with cut rate LPG when it’s 
plentiful and cheap, upsetting an 
already depressed market. But when 
the weather turns cold, and LPG is 
scarce, these haulers aren’t around. 

Morgan says, “Families that had 
bought the cut-rate LPG from these 
out-of-state operators would call our 
Mississippi dealers and beg them for 
fuel. This worked a hardship on our 
dealers and distributors, to service 
these people in times when LPG was 
in short supply. After all, a dealer 
has a responsibility to his regular 
customers.” 


Shell Oil Co. has four new storage 
tanks at Atlanta Municipal airport, 
adding 30,000 bbl. to its facilities 
there. 








BENNETT’S NEW 
Oompa 


ELECTRIC UTILITY PUMP 


You now can offer your customers an eco- 
nomical electric pump with dependability 
and convenience, traditional with Bennett’s 
standard of quality. 


The Kompak is lightweight, portable and 
easily installed. Well engineered, it utilizes 
a direct drive-type pumping unit, which is 
permanently lubricated and designed with 
a minimum of moving parts — no belts or 
gears. Durable red baked-enamel finish is 
weather-resistant. All power units deliver 
12 gallons per minute, and are U-L listed. 
Three models — pedestal, skid tank or un- 
derground tank — are available, with choice 
of counters. Meters provide measurement 
for accounting purposes. 

The new Kompak is ideal for farm, in- 
dustry, construction, estate and other non- 
commercial uses. Write for full details. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION 
MUSKEGON, MICHIGAN 
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... because you get ACTION when you put 
the Conoco brand on your stations! 


But Conoco does more than offer big brand ap- 
peal and big product quality. Conoco believes in 
dealer help, too. For example, Conoco has impor- 
tant information gained from valuable experi- 
ence that can go a long way toward improving 
service station management. 

The information covers such ayeas as: dealer 
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incentives, record keeping, promotions, drive- 
way tips, local retail advertising, how to get the 
most from your men and how to plan for the 
future. This help is available to you, too. Simply 
write the subjects that interest you on a post 
card and mail to the Conoco Division Manager 
nearest you. 
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Contact the nearest 


CONOCO 


Division Manager 
today 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


G. W. Brown 

244 Rowan Bidg. 

6000 Camp Bowie Bivd. 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm Pi. 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


John McCulley 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


C. O. MacLeod 
757 West Second South 
P. O. Box 2250 
Salt Lake City 10, Utah 


Hugh McBirney 
400 West Madison St. 
Chicago 6, Illinois 


J. L. McCulley 
1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


©1960, Continental Oil Company 
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Autos hum while trains 
lie idle, but stations’ 
gain is guesswork 


THE 26-DAY strike on the Long 
Island Rail Road had commuters 
scrambling to form car pools, but mar- 
keters don’t agree 
on how it affected 
service-station 
sales. Estimates 
on increased gas- 
oline consump- 
tion range all the 
way from “noth- 
ing exciting” up 
to 500,000 gal. a 
week. 
Generally, 
By trade sources say 
Cornelius Brodersen = gasoline sales at 
neighborhood outlets went down while 
business at stations on main arteries 
and near subway terminals gained. 
Some marketers contend there actu- 
ally was less driving in one-car fam- 
ilies because the husband, who nor- 
mally took the train, drove in part of 
the way to make subway or bus con- 
nections and then parked his car all 
day. Others say the husbands drove 
more miles to get to and from work 
than the wife would have driven in 
shopping and chauffeuring the children 
if she’d had the family buggy. 
The strike ended early in August. 


& American Oil Co. is no longer 
offering official cars owned by New 
York State a 1.5¢-gal. discount. The 
agreement with the state, which lasted 
a year, was terminated by the mar- 
keter at the end of July. Reason given 
by Amoco for dropping the offer: the 
business generated was not profitable. 


& Let’s try to straighten out a jum- 
bled situation caused by an item in 
these columns (NPN—July p. 19) 
relating to Ralph E. Jones, Tidewater 
Oil, and American Oil. 

Jones is NOT an Amoco jobber 
nor has he personally become a Tide- 
water jobber. A company of which 
he was president at one time, R. E. 
Jones, is an Amoco jobbership. At 
present, R. E. Jones is run by Jones’ 
wife, Louise. And Jones is a stock- 
holder in Penmarva Oil Co. It is Pen- 
marva that was named Tidewater 
jobber. 

Any clearer? 
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TRANSFER PUMP 


Specially designed for effi- 
cient transfer of petroleum 
products. High vacuum, 
self-priming transfer pump 
delivers a constant flow of 
up to 10 gallons a minute. 

Automotive-type pistons 
with rings withstand sever- 
est conditions. Vacuum 
breaker prevents siphon- 
age, provides complete hose 
drainage. No foot valve. 
Automatic nozzle available. 


JOHN WOOD 
COMPANY 


iN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal « Winnipeg * Vancouver 











‘Sure the new ones | “What am I 


all sound good!” going to do?”’ 








And for good reason too. PEAK’s the 
one you do more business with. PEAK 
Anti-freeze with RUST-GUARD! It’s 
made to order for the new cars — ana 
the aluminum in them. PEAK and 
only PEAK contains the exclusive 
RUST-GUARD formula that gives 
such extraordinary protection to every 
metal in the cooling system. 

As some of you know, some “new” 
cooling system fluids are just now be- 
ing introduced that give the same 
quality protection that PEAK’s been 
delivering for the past three years! 
They’re going to need a lot of selling. 
And a lot of customer re-education. 
They’re untried and unproven. 
They may just be too much for 
many people’s pocketbooks. 

That’s not the case with 
PEAK. The price is $3.25 per 
gallon installed. It’s known na- 
tionally. And it’s known in your 
town. It’s been proved in the 
new cars. And umpteen million 
older ones as well. It takes no 
extra selling effort. Not to men- 
tion the help you get from con- 
sumer advertising and the big 
kit of point-of-sale promotion 
materials. 

When you sell PEAK, you 
profit from extra service busi- 
ness at installation time and 
again at drain-out time. You 
get repeat business year after 








“Im sticking 
with PEAK” 








year. Certainly one reason cus- 
tomers come back for PEAK 
season after season is the careful, pro- 
fessional servicing you give them. This 
is good business. PEAK is good busi- 
ness. You and your customers are way 
ahead with the years-ahead anti- 
freeze — PEAK with 
RUST-GUARD. PEAK 
AND NOR'WAY 
ANTI-FREEZE 
we products of 


HOUSTON CHEMICAL CORPORATION 
200 MADISON AVENUE, NEW YORK 16, N.Y 








PURPOSE-BUILT... 








FOR SUBURBAN DELIVERIES 


T-70 Rotocycle Meter 
(Capacity 70 gpm) 
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FOR IN-CITY WORK 


T-120 Rotocycle Meter 
(Capacity 120 gpm) 
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to put your trucks on the profit road 


ROCKWELL ’T’ SERIES 
Rrcyclh TANK TRUCK METERS 


In Rockwell ‘““T”’ series tank truck meters 
you get advanced design with compact pro- 
portions that save both weight and space 
for greater payloads. And you get the pre- 
cision accuracy of Rotocycle meters, proved 
over the years for reliability under heavy 
work loads and engineered to take the pun- 
ishment of truck travel in stride. 

These tank truck meters are purpose- 
built. If you are serving suburban areas the 
model ‘*T-70”’ with its 70 gpm capacity 
should adequately handle your needs. For 
in-city work, where faster deliveries are de- 
sired, the large capacity ““T-120”’ fills the bill. 

In both Rockwell meters you get every- 
thing you need to make your metered opera- 
tion sure and economical. A strainer, an air 


separator, and an automatic shut-off valve 
are all engineered into these units. These 
elements plus the meter rotor are accessible 
for routine cleaning and examination 
through full size areaways. Rockwell ‘“T”’ 
series meters are also easy to calibrate—only 
a screw driver is required. 

Installing these meters is quick and easy. 
You are offered the option of three inlet con- 
nections and two outlets. You can even make 
a right or left hand setting without using 
adaptors. 

For the full story write for bulletin OG-410. 
Rockwell Manufacturing Company, Dept. 
121). Pittsburgh 8, Pa. In Canada: Rockwell 
Manufacturing Company of Canada, Lid., 
Box 420, Guelph, Ontario. 


Visit our booth at the National Association of Oil 
Equipment Jobbers, St. Louis, Mo., October 16, 17, 18. 


Be sure to register and vote. 


RerlOocvYCLle Oe TERS 


ROCKWELL” 
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/ General Truck 
Ss Tank Model F-9 


brow GASOLINE 
& FUEL OIL TRUCK TANKS 


No matter what your liquid hauling needs, you'll find a General 
Truck Tank can be custom-engineered to meet your needs. To insure 
top quality truck tank fabrication, General maintains an experienced, 
highly-trained engineering department, as well as the most skillful steel 
fabricating craftsmen. 

Beautifully streamlined for maximum advertising value, all General 
Truck Tanks are engineered to do a specific job—and do it well. With 
primary manufacturing facilities at Birmingham, Ala., General also has 
affiliated plants at Reidsville, N. C.; Ft. Lauderdale, Fla; Sapulpa, 
Okla., and Bessemer, Ala. to insure you of fast delivery service. 


Write today for a free General Truck Tank Brochure. 


GENERAL STEEL TANK COMPANY, INC. 


General Sales Offices: 6306 Walnut, Kansas City, Mo. 





HAVE TOMORROW'S STATION TODAY WITH 


“GASILE’” 
STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767.626) 


— E ’ ee eT , rarer 


WRITE FOR INFORMATION OR PRICES 
ww. B. GOODE COMPANY, INC. 
PHONE ELGIN 3-5561 * 2915 WEST LEIGH STREET * RICHMOND 30, VIRGINIA 








What They’re Saying 





About water heaters... 
gallons vs. customers 
... chronic oversupply 


GCit is not inconceivable that the 
house of tomorrow may be _ heated 
by an attachment from the water 
heater, rather than the other way 
around. The water heater will become 
the No. 1 energy user among appli- 
ances chiefly because our changing 


| living habits demand both hotter water 


and more of it. If oil-fired, these 
water heaters consume fuel 12 months 
of the year, not just during the 
winter.” Richard Wright, vice presi- 
dent, engineering, Iron Fireman Man- 
ufacturing Co., Cleveland, Ohio. 


CCI suggest we stop talking about 
gallons and start talking about cus- 
tomers. Not how much gallonage we 
have, but how many customers we 
now have. Not how much new gallon- 
age we want, but how many new cus- 
tomers we want. As we start talking 
about customers—people—we then do 
a better job in providing the customer 

a person—what he wants. The gal- 
lons will then take care of themselves.” 


| Len Marshman, manager, wholesale 
| dept., Mobil Oil Co. 


| (CIndividual oil companies must do 
two things [to decrease oversupply]: 


Adjust supply to demand, and stimu- 
late increased demand. The perennial 


| problem of oversupply is one that 
| only individual companies can correct 


by gaining a realization that volume 
at a profit is the concept that must 
replace the goal of volume for vol- 
ume’s sake.” Frank O. Prior, chairman 
of the board, Standard Oil Co. (Indi- 


| ama). 


(Additives are used by the major-oil 
companies. They are also used by dis- 
tributors. All must be compatible with 
each other [or] they can create many 
problems. There are a number of in- 


| Stances where clogged nozzles have 
| resulted by inter-reactions with other 


additives and with some unstable fuel 
oils.” John J. Valk, Jr., president, 


| Hy-Test 303 Corp. 


| ¢¢Import quota for residual fuel oil 
| should be set at no less than 560,000 
| b/d in the fourth quarter to avoid a 


shortage in the coming heating sea- 


| son.” From report of Petroleum In- 
| dustry Research Foundation, Inc., 
| New York City. 
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Permeation Barrier 


lengthens hose service life 


resilient cover 
resists damage 

by aging, abrasion, 
weathe 


Reinforcement 


wire of spiral-wound 

steel provides 

maximum strength and 
crush resistance 


Ordinarily the reinforcing layers of an oil loading hose are 
penetrated by damaging oil hydrocarbon molecules that can 
cause separation between the internal components of the hose. 
This separation often leads to costly early failure of the hose. 

That is why Gates Oil Suction and Discharge Hose is 
made with a protective layer of special rubber compound be- 
tween the tube of the hose and the layers of carcass fabric. 
This protective rubber compound acts as a barrier to permea- 
tion and damage by the oil hydrocarbon molecules. 

As a result, Gates Oil Suction and Discharge Hose gives 
you extra service life, reducing your hose replacement costs. 

Gates O. S. & D. Hose is quickly available from distribu- 
tor or warehouse stocks in all major industrial areas. 


See the yellow pages of your telephone book. 


The Mark of Specialized Research 


ates Oil Loading Hose 


The Gates Rubber Company 


Denver, Colorado 





=> FP-46 FRAME 
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ARMS PIVOT 
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ARMS TELESCOPE ! 


) PICK-UP PADS 
ROTATE 360 
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NEW TYPE ARM CONSTRUCTION 


Instead of the usual heavy, solid stock, Rotary developed a formed steel 
arm with welded interior reinforcing bar for the FP-46 Lift. This con- 
struction, new in the automotive lift field, provides ample strength with 
a considerable reduction in weight to make the arms much easier to swing. 
Additional ease of movement is assured by a super-smooth milled surface 
on the pivot end. Rounded arm contours are modern in appearance, and 
prevent tire damage if a car is driven over the lift. Positioning handle 
permits adjustment of arms and pads without reaching under car. 


IMPROVED 
DESIGN 


BETTER ARM 
CONSTRUCTION 


INCREASED 
PICK-UP RANGE 
FLEXIBILITY 


PICK-UP PADS ADJUST TO 
THREE HEIGHTS — Rotary’s new 
Pick-Up Pads rotate in a full 360° 
circle and are adjustable to three 
height settings. This extreme flexibility 
permits correct positioning to lift any 
car at manufacturer’s prescribed pick- 
up points. With unitized frame con- 
struction on many cars and various 
other types of frame design, this fea- 
ture is a big time-saver and contributes 
to safe operation. 


Normal position 4-13/16” above floor 


seh ad 


3) 


Mid-position 7-9/16” above floor 


f 
[; ’ 
ly 
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High position 11-3/4” above floor 





MODERN SERVICE STATIONS 
NEED THIS MODERN LIFT 


The FP-46 has the greatest flexibility in pick-up 
range yet achieved in an auto lift. Arms pivot in an 
arc to provide a reach of 88” and a spread of 87”. 
Telescoping action shortens or lengthens arms as re- 
quired. Pick-Up pads rotate in a full circle and are 
adjustable to three heights. Overall width of lift is 
only 26”. Extra narrow construction provides more 
accessibility to under-car parts, takes less floor space. 

These features, plus the dependable Rotary jack 
construction, make the FP-46 Frame Lift ideal for 
service stations. It will handle cars for lube jobs, oil 
changes, tire work and repairs with speed and safety. 





Lift all makes of cars safely on the FP-46 Frame Lift 





FP-46 FRAME LIFT 


This close-up shows how the FP-46 pick-up ROTARY LIFT COMPANY, Division of Dover Corporation 


pads adjust perfectly to the Chevrolet Cor- Memphis, Tenn. — Madison, ind. — Chatham, Ontario 
vair. The recessed contact point is inacces- f 
sible to some types of lift supports First name in oil-hydraulic auto lifts—passenger and freight 


elevators—industrial lifting devices. 
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WHICH JOB WOULD YOU TAKE? 


If you’re like most of us, you’d take the 
job with the more tempting salary and 
the brighter future. 

Many college teachers are faced with 
this kind of decision year after year. In 
fact, many of them are virtually bom- 
barded with tempting offers from busi- 
ness and industry. And each year many 
of them, dedicated but discouraged, leave 
the campus for jobs that pay fair, com- 
petitive salaries. 

Can you blame them? 


These men are not opportunists. Most 
of them would do anything in their power 
to continue to teach. But with families 
to feed and clothe and educate, they just 
can’t make a go of it. They are virtually 


Sponsored as a public service, 


forced into better paying fields. 

In the face of this growing teacher 
shortage, college applications are ex- 
pected to double within ten years. 

At the rate we are going, we will soon 
have a very real crisis on our hands. 

We must reverse this disastrous trend. 
You can help. Support the college of your 
choice today. Help it to expand its facili- 
ties and to pay teachers the salaries they 
deserve. Our whole future as a nation 
may depend on it. 


It's important for you to know more about what 
the impending college crisis means to you. Write 
for a free booklet to: HIGHER EDUCATION, 
Box 36, Times Square Station, New York 36, N.Y. 


' 
HIGHER EDUCATION 


in co-operation with the Council for Financial Aid to Education 


KEEP IT BRIGHT 











MODEL TWIN 5S FA 


M 
AIR COMPRESSOR precede 


AIR COMPRESSOR 


MODEL FA” 
AIR COMPRESSOR 


MODEL MK 


AIR COMPRESSOR 
(Gas Engine Powered) 


Complete line of iii 


AUTOMOTIVE LIFTS 
and 
AIR COMPRESSORS | 


AIR COMPRESSOR 


MODEL 45 LIFT 
A 


MODEL 7S LIFT |} 


MODEL STP-1 
TWO-POST LIFT 


MODEL ARF-2-18-CR 
TRUCK LIFT 


For complete information 
on the most modern Lifts 
and Compressors, write for Catalog. 


THE UNITED STATES AIR COMPRESSOR COMPANY 
5300 HARVARD AVENUE - CLEVELAND 5, OHIO 
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What’s more important to all 
petroleum marketers than efficient 
economical product storage? You will 
PROFIT by consulting Modern Weld- 
ing Company, whose long years experi- 
ence in individualizing proper equipment 
for specific needs is no farther than your 


MODERN WELDING COMPANY., Inc. 
1500 E. Twelfth St., Owensboro, Ky. 


Please mail me Gallonage Computor Chart free [J 
Have your sales representative call Oj 


nine modern welding company 


Incorporated 





Company 





Owensboro, Kentucky 


Burlington, lowa ¢ Houston, Texas 
Newark, Ohio ¢ Orlando, Florida 


Address 
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“We Average Better Than 200 Gallons 
Per Customer Delivery -—-With No Run Outs!” 


Heling Bros. Ups Per Delivery Gallonage 22% Using Singer Fuel Use Computer 


“We've found the Singer Fuel Use 
Computer takes the guess-work out 
of scheduling deliveries” says Walter 
C. Heling, president of Heling Bros. 
Fuel, Inc., Lindenhurst, N. Y. ‘““We 
have proven to even our most skep- 
tical customers that the computer 
enables us to estimate their oil re- 
serves almost exactly at all times.” 

Once having gained customer con- 
fidence, Heling Brothers was able to 


school nearly all of them to scheduled 
area delivery. Result: Customer 
peace of mind in the knowledge that 
automatic service will keep their oil 
reserves up. Customers no longer 
need to check oil reserve levels. 
“‘We recorded an increase of 22% 
per delivery gallonage over a com- 
parable period of time for preceding 
year,” says Heling. ‘““With automatic 
delivery we cover as many miles and 


serve the same number of customers 
better—with one less truck. This all 
adds up to three fewer stops per 
customer for the heating season.” 

“The Singer Fuel Use Computer 
creates savings in manpower; enables 
us to route our trucks more advanta- 
geously; and has increased the 
average drop to 200 plus gallons per 
delivery” says Heling Brother’s dis- 
patcher Bernard Wolf. 


2628 


Find out how the Singer Fuel Use Computer can help you make maximum profits in your business. 


A SUBSIDIARY OF THE SINGER MANUFACTURING COMPANY 


90 Schureman Street, New Brunswick, N. J. 














EFFICIENCY-ENGINEERED PARTS CABINET—FREE 


This attractive, full-size display cabinet stocks the program’s complete assortment of 
tune-up parts. Affords maximum stock display for your customers and easier, at-a-glance 
inventory control for you. Gleaming white enamel and stainless steel with clear plastic 
sliding doors. It adds a decorative, professional touch to your service department, too. 
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Don’t miss out on all the benefits of 


The New 
Autolite - Carter - Holley 
Tune-Up Program 


FAMOUS BRAND NAMES. Now—for the first time in 
replacement parts history three great companies 
bring you a Tune-Up Program that’s designed and 
tailored to increase your service business—your 


customers—your profits! Here's how it works: 

You stock genuine tune-up parts from three of 
America’s leading original equipment manufacturers 
—the Electric Autolite Company, Carter Carburetor 
Division of ACF Industries and Holley Carburetor 
Company. Place one order with one source and get 
the best—backed up with full-range sales benefits 
... profit advantages you've never enjoyed before! 


COMBINATION CATALOG. Just one easy-to-use cata- 
log simplifies your ordering. Just one index—a com- 
plete listing of electrical and fuel system parts for 
most domestic cars and light trucks. Applications 
shown alphabetically in bold type. Parts illustrations 
head every column for fast, easy identification. 


FREE TUNE-UP TRAINING COURSE. Participation in 
the Autolite-Carter-Holley Program makes you, or 
any of your personnel, eligible for a complete ‘‘how- 
to-do-it’’ course in the latest engine tune-up tech- 
niques. Know-how that means customer satisfaction, 
surer profits, too! 


COMPLETE PARTS AVAILABILITY. Although you'll 
only want to stock the fastest moving items, com- 
plete parts availability is as near as your phone. 
A single call brings you the most respected parts 
in the field. Double-quick delivery, too—the same 
kind your customers expect! 


TECHNICAL ASSISTANCE. Your Autolite-Carter- 
Holley Distributor is always available to help you 
take the guesswork out of tune-up! Factory-trained 
experts will assist you on any systems prablem. 
Here's technical know-how that will make you the 
tune-up authority in your community. 


FREE MERCHANDISING AIDS. Profit-attracting mer- | 
chandising aids arrive with your parts assortment. 
Five posters to speed tune-up traffic, a window decal 
that'll constantly remind customers of your quality- 
first tune-ups, fifty jumbo postcards announcing 
your new complete tune-up facilities. 


* * * 


For complete information on how you can enjoy the 
profitable benefits of the Autolite-Carter-Holley 
Tune-Up Program, call your nearest supplier today! 


AUTOLITE-CARTER-HOLLEY 





FLEXIBLE TWO-UNIT DESIGN 


Lets you stack or wall-hang. Welded 
steel construction and riveted stainless 
steel trim. Big and roomy, too. Over-all 
dimensions are 6 feet high, 33 inches 
wide and 14 inches deep. Additional 
shelves are available for expansion as 
your tune-up business grows. 





Only: Scovill has hose couplings 
that meet all 3 vital standards 


= | Biiiilih "i 


: me Moma VAA LL 


How do your present fuel oil and gas pump couplings meet these vital 
standards? Read how Scovill couplings perform before you re-order .. . 


1 Are they economical? Are they trouble-free? Scovill couplings provide long, trouble-free 
operation. Some of their outstanding features . . . positive, permanent anchorage . . . high 
strength, cold drawn copper alloy ferrules with straight sides that parallel the body... 
rounded edges that will not snag on curbstones or shrubbery . . . and retaining grooves in 
female sections that prevent washer loss when coupling is disconnected. 2 Are they available 
for immediate delivery? Scovill sales offices and warehouses are strategically located—and 
extensive in number! They carry a full line of couplings—from %” to 3” in fuel oil couplings... 
and all standard sizes in gas pump couplings. Your order is processed and shipped without 
delay! 3 Is expert service and advice immediately available? The Scovill sales and service 
force is the largest —and finest —in the industry today. The services of these experts are yours 
to call upon whenever and wherever you wish. For information, write: Scovill Manufacturing Co., 


Industrial Coupling Div., Waterbury 20, Conn. oe 
Hose couplings by SCOVILL 


MAIN OFFICE: 99 MILL STREET, WATERBURY, CONN. « CLEVELAND: 4635 W. 160TH ST. » GREENSBORO: 1108 EAST WENDOVER AVENUE ¢ HOUSTON: 2323 UNIVERSITY BLVD. 
SAN FRANCISCO: 434 BRANNAN STREET + TORONTO: 334 KING STREET, EAST 
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Good NEW sign to do 


business with! 




















Dealers and jobbers agree .. . the “new look”’ at Phillips 66 stations 
attracts motorists! Sparkling white station exteriors and red trim 
catch the eye! And Phillips 66 performance-proven products keep cot 
customers coming back for more. Also, Phillips sales-building pro- \ | Sees 
gram helps jobbers and dealers build and enjoy the security of a j, — 
successful business: 

© High quality products @ Selling advertising @ Effective sales train- FuTe-Fuet 

ing @ Business counseling @ Construction and improvement guidance 

© Attractive credit policies @ Outstanding sales promotion aid Successtil Businesses 
For all the facts about 4 profitable Phillips 66 Franchise, write or . . 

call: Sales Department, Phillips Petroleum Company, Bartlesville, are Built with 


Oklahoma. Successtul Products/ 


Fusve-Fues 
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“Our seven Red Jacket In-Line Petroleum 


Pumps represent the most efficient units 
we could specify in our 
plant modernization program." 


“They have cut our loading and unloading time in half 
and have substantially reduced our maintenance costs,”’ 
the jobber for Phillips Petroleum Company goes on to 
explain. ‘‘ We installed the pumps horizontally to facili- 
tate pumping and unloading procedures, and we chose 
the three-horsepower model because it better suited our 
plant operation and fits into our modernization pro- 
gram,”’ Mr. Hickey explains. 

“To date we have encountered no maintenance dif- 
ficulties with the pumps, and we anticipate improved 
service life from these new pumps because of their sim- 
plified construction. They are designed with a minimum 
of expensive ells, unions, valves, and nipples, which not 
only account for fewer opportunities for mechanical 
breakdown, but also benefit us in reduced operating and 
installation costs. There is practically no routine main- 
tenance because the pump and motor are lubricated, as 
well as cooled, by the fluid being pumped. Also, there is 


RED JACKET MANUFACTURING COMPANY 


PETROLEUM EQUIPMENT DIVISION e Box 270, Davenport, lowa 


Mr. Larry Hickey, Jr., 
President, 
Hickey Oil Company, Joplin, Mo. 


no flexible coupling or shaft to require servicing,’ Mr. 
Hickey asserts. 

**An additional benefit which we have realized from 
the Red Jacket In-Line Petroleum Pumps is their 
cleaner operation; most pumps available invariably 
have leaky seals, a hazardous condition in handling 
petroleum products, but Red Jacket has eliminated this 
problem. Another benefit is that if a tank should run 
dry, there is an automatic shut-off in the motor. Also, 
with fewer valves, as well as the elimination of seals, 
there is less spillage around the plant to give us an 
added safety factor,’”’ Mr. Hickey said. 

You can get many of these same benefits that Mr. 
Hickey realizes. Contact your nearest Red Jacket Pe- 
troleum Representative listed below. He can also tell 
you about the most complete line of submersible pe- 
troleum pumps available to petroleum marketers. They 
are also engineered and manufactured by Red Jacket. 


RED JACKET 7 
WATER 


SERVICE 
PRODUCTS 


Contact your nearest RED JACKET REPRESENTATIVE for complete information 
Tom Baumgartner, 2927 First Ave., Seattle, Wash.¢ Don Buster, North 210 Helena St., Spokane, Wash, * Robert B. Cox, 12133 Coyle Ave., Detroit 27, Michigan 
#R. M. "Mac" Crowder, 5719 W. Hanover St., Dallas, Texas * Henry D. Fairlie, 15 West 44th Street, New York 36, N.Y.°R. L. Faubion, Sr., 2525 S. W. Boulevard, 
Kansas City, Missouri * George Mathews, 325 N.E. 20th Ave., Portland, Oregon * Joe R. Mooney, 2704 St. Claude Ave., P.O. Box 3294, New Orleans 17, Louisiana 
* R. E. Sanderson, 221 11th Street, San Francisco 3, California © A. R. Sedgebeer, 2711 So. Hill Street, Los Angeles, California « A. L. Sobey, 624 So. Michigan 
Ave., Chicago 5, Illinois * Gardner Udell, 3820 College Avenue, indianapolis 5, Ind. © Lee Vaughan, 3111 N. 34th Place, Phoenix, Ariz. ¢ C. E. “Red” Weaver, 
4223 Cincinnati-Brookville Road, Hamilton, Ohio « John F. Young, 235-37 Spahr St., Pittsburgh 32, Pa. « E. Al’ Zahl, 1516 So. 5th St., Minneapolis, Minn, 





For Extra Headlamp Profits: 











When one 4002 goes, chances are the other’s just about 
had it, too. Why wait? Save your customer time, trouble 
and inconvenience. Suggest that he replace ’em both... 
it only takes a few minutes more. And, this extra sale 
brings extra profit. 

Insure these extra profits with Tung-Sol Dual Vision- 
Aid Headlamps — initial equipment choice of leading 
car manufacturers. Dual Vision-Aid Headlamps provide 


the kind of illumination your customers should have: 


Replace Burnout and Mate 





sharper, more accurate low beams directed down the 
right side of the road, away from oncoming traffic... 
distance-devouring high beams that provide greater visi- 
bility and safety on the open highway .. . and long, 
reliable service. 


Insure your service work and your profits. Tell your 
supplier to make ’em Dual Vision-Aid Headlamps. 
Automotive Products Division, Tung-Sol Electric Inc., 
Newark 4, New Jersey. 








(s) TUNG-SOL 


The only complete automotive lighting line 








HEADLAMPS 
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MINIATURE LAMPS 


FLASHERS 
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NOW! 3 NEW I2-VOLT 
@ AUTOLITE sta-ful BATTERIES 


GROUP 
11MS 


AUTOLITE sta-ful BATTERIES... 
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A handsome new profit picture—Autolite staeful 
Batteries now in both 6- and 12-volt models to fit 
virtually every application! Every one a premium 
battery featuring the ‘liquid reservoir’ that requires 
filling only three times a year in normal car use. 


Every battery is dry-charged, factory-fresh and elec- 


GROUP 


13HN 3EA 


tronically tested before being delivered to the dealer. 
Autolite 12-volt stasful Batteries are priced same as 
ordinary batteries to bring you more profitable sales 
volume. Build battery profits! Call your Autolite 
Battery Wholesaler today! 


THE ELECTRIC AUTOLITE COMPANY « TOLEDO 1, OHIO 


to boost your profits! 


need water only three times a year in normal car use! 


Don’t miss the election news with Dave Garroway on NBC-TV TODAY Show. . 
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- sponsored by Avutolite 
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Only A Fruehauf Tank 


Y EXTRUDED aluminum framing GY REINFORCED over 07 DETACHABLE parts bolted CY EMERGENCY valve cabinet 


@ Front, rear, top underconstruction @ Ease of replacement @ Safety shut-off, 
@ Absorbs impacts better spring loaded door 
@ Spreads load over wider area 


X3) —~ 





a 
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SAFETY tread walkway _ .. «+ : 
@ Full length @ Non-skid 7) | 


i 


* A-2 SAFETY AIR SUSPENSION 
(optional) 
@ Smoothest, safest ride 
@ Easiest on /oad and tank 


ALUMRIUIA vomps More Advantages of Fruehauf Aluminum Tanks 


® Quick, positive drainage 


@ Greater Payload at Lower Cost @ Hub-Integral Lightweight 


@ Entire Tank Strong, Lightweight Steel Wheels 


Aluminum All Outside Hand Welds Back 


Elliptical Drop Frame, other types Chipped 


available Two 6” Diameter 16’ Hose Carriers 


Curbside Discharge with Manifold 


cai Gein @ Steel Rear Fenders 


. - ieainiar let _ @ All Bulkheads and Baffles Deep Manholes 16" Diameter win dl 
(' ) henaduiectidies Dished and Flanged Fill, with Emergency Venting 


@ Reduces wear @ Saves tires 


@ Stiff Leg Supports 3 Compartments Standard 


@ 16%"x 7” Midland Air Brakes Conforms to I.C.C. Specifications 


If It’s a Fruehauf, You Get More - So You Pay Less 
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Has All These Advantages! 


OUTRIGGER mounted with pads 07 BUTT WELDED SEAMS ADJUSTABLE upper coupler WATERPROOF: vapor proof, 
@ Eliminate electrolytic action @ Permits relocation of king-pin dust proof conduit fittings, 


@ Superior stress distribution 
@ Stronger @ Leakproof for better load distribution 


lights, and wiring 


Advanced Design...Volume Payload...Volume Profits 


At Fruehauf ‘‘Engineered Transportation” is more than quality material and advanced design 
features. It is pride of workmanship. The desire to make every tank better than the previous 
one. It is this priceless asset that has made Fruehauf—for nearly half a century—the lead- 
ing producer of quality transportation equipment. Fruehauf Tanks are the only really 
modern tanks—the only tanks that will be profitable to you today .. . and years from today. 


FRUEHAUF TRAILER COMPANY ® 10940 Harper Avenue, Detroit 32, Michigan © 5137 South Boyle, Los Angeles 58, California 


For Forty-Six Years-World’s Largest 
Builder of Truck-Trailers! 
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FOR YOUR NEEDS 
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e Button on top of handle 
controls motor 


e Tripping lever for locking 
or releasing arm 


e 180° swing permits deliveries from 
either side; 5 locking positions 


e Adjustable arm extends from 
14% to 23 in.—fits any size reel 


e Removable pulleys make hose replacement 
easy, without removing nozzle 





Fully adjustable hose guide cuts delivery time, lengthens hose life 


More deliveries per hour! Less wear and tear on hose! 
Guided unwinding and level rewinding! You get all these 
—on new or old trucks—with the Philadelphia Valve 
hose guide! Ball-bearing rollers can be removed to per- 
mit replacement of hose and the symmetrical rollers can 
be inverted to double the life of the flange. Arm swings 
out of the way when traveling, locks in any one of five 
positions when in use. Adjustable arm length permits its 
use on any size reel, guides hose around corners of 
truck. Unit weighs only 141% Ib., withstands a 500-Ib. pull. 

Rugged construction means long life that virtually 
assures freedom from replacement costs. Control wires 
are fully enclosed to prevent cutting by hose. Write to 
us or your distributor for full details. 


PHILADELPHIA VALVE COMPANY 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « CIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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See how maximum light power is developed 
— how shadow-free engineering is perfected 
— how easy, low cost maintenance is assured. 


NWEON FPROYMDUCTS 
INwWCOR FOR A'TE XP 
® K.dizma 4, Ohio U.S.A. 
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SIGNS OF 
INCREASED 
GALLONAGE 


MODERN STATIONS 
NEED THIS EXTRA 


Dress up new and old stations with brighter 
Plastilux® signs. This sales power is available to 
every petroleum products marketer. The trouble- 
free service, long life, low maintenance have been 
proved by years of use. 


The services of a Signvertising® Engineer to help 
modernize your entire sign program are available 
without obligation. Use the coupon below. 


WE ONGKME © 0....cis ident. service stations. 
Please have a Signvertising Engineer call. 


Name 
Title 
Company 
Address 


City.. 





For Faster Fuel Oil Deliveries This Winter 


INSTALL 196° HIGH-SPEED HOSE NOW! 


Maltese Cross 134" hose is your answer to today’s high-speed, 


. W TEST DATA 
high-pressure systems! It gives you these big advantages: oe 


| 
e@ FASTER FLOW. Up to 40% faster flow than 114" hose at the same 
pressures .. . designed for 100 gpm. plus deliveries. (See chart.) 


e LIGHTER WEIGHT. Actually weighs 4 lbs. per 100 ft. less than 
114" hose. 


e@ LONGER LIFE. Improved cover of abrasion-resistant synthetic. 


@ SAFETY. Specifically engineered to withstand high pressures and 
pressure surges. 


GALLONS PER MINUTE 


Maltese Cross 1°" fuel oil hose has been service proven through- 
out the continent on new high delivery systems and conventional 
systems alike. Priced competitively with conventional 114" hose, 
it gives you “far more hose per dollar.”’ Available from stock with 50 60. 70 «80 «90 100 110 120 
a wide range of fittings. Install now to get faster deliveries from PRESSURE AT HOSE REEL—-P.S.I.~NOZZLE OPEN 
your trucks all winter long! Hewitt-Robins, Stamford, Connecticut. 


umes 125’ 1% Hose & 12 Nozzle 


eee ee 125’ 1'4 Hose & Nozzle 


Contact your local 
H-R distributor. for 
prompt service! 


THE NAME THAT MEANS EVERYTHING IN BULK MATERIALS HANDLING SYSTEMS... 
INDUSTRIAL HOSE - CONVEYOR BELTING AND IDLERS - POWER TRANSMISSION EQUIPMENT - VIBRATING FEEDERS, SCREENS & SHAKEOUTS 
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Light 


...With the new 
Wayne 440 Series 





Here is a pump designed to attract 
customer attention day or night. 
Only 51 in. high, internally lighted, 
finished with liberal use of chrome 
and stainless, it is one of the best- 
looking dispensing units ever made. 


The distinguishing feature of the 
new Wayne 440 is its indirect in- 
ternal lighting. Behind the bezel 
above each dial face is a 24-inch 





fluorescent tube. These lamps 
bathe the dial faces in a clear white 
light to provide more illumination 
than any other pump on the market. 


This pump draws business. Its 
clean, compact design implies an 
efficient, modern station. Lighted, 
it provides the kind of visibility 
that makes a psychological appeal 
to the motorist at night. 


Other features? Wide, easy-to- 
read dial faces. Full 13 ft. of usable 
hose. Nozzle readily accessible 
from either side of the pump. Semi- 
automatic reset to prevent acci- 
dental erasure of the previous sale. 
Special clutch mechanism to pre- 
vent computer damage. 


In addition, the main panels are 
easily removed for fast servicing. 





oem 


re amemeatil or 


And the stainless steel top, side 
and scuff panels eliminate chipping. 


The new Wayne 440 Series is avail- 
able as a single outlet, 2-outlet 
single-product, or 2-outlet 2-prod- 
uct pump in either suction or re- 
mote types. For more information 
on the Wayne 440—and how it can 
help you build gallonage—write The 
Wayne Pump Co., Salisbury, Md. 





Behind the panels...reliable Wayne componentry 


Special safety clutch on reset 
linkage prevents computer 
damage—only Wayne has it. 
No matter how strong the operator, 
he can't damage the computer or 
shaft by trying to turn the pump to 
automatic position without first re- 
setting it. The special clutch slips if 
a load greater than what is needed 
is applied to the external control 
handie—prevents twisted shafts, 
keeps control elements from being 
thrown out of phase. 








Simplified computer design. 
Wayne service-proved M-56 Com- 
puter features large, easy-to-read 
¢ 900 numerals; semiautomatic reset 
TOTAL SALE conveniently located on hose side 
of pump; glass enclosed totalizers 

LONS to preclude failures due to dirt. 
to : Manufactured under a strict quality- 
control system, the M-56 has 200 
— fewer parts than its predecessor, 
assuring long, trouble-free opera- 
tion with a minimum of maintenance. 


Corrosion resistant micro-ac- 
curate meter. Exclusive Wayne 
2PM-3 Two-Piston Meter provides 
a smoothness of operation un- 
known in other designs. Perfectly 
accurate even at very slow rates of 
flow. Adjustment—seldom neces 
sary—precision made merely by 
turning a knob. All materials se- 
lected for extreme corrosion resist- 
ance. In a recent test a standard 
2PM-3 meter accurately measured 
3,000,000 gallons of a salt water 
and gasoline mixture without sign 
of corrosion damage. 





Continuous-duty solo pump- 
ing unit. Completely self-con- 
tained. Pump, motor, strainers, by- 
pass valve, air eliminator, check 
and pressure relief valve, and floats 
housed in one aluminum casting to 
save space, eliminate piping, in- 
crease hydraulic efficiency. Gas- 
oline-cooled motor provides true 
continuous-duty pumping under all 
operating conditions—at no extra 
cost. Most reliable, most easily 
maintained unit ever built into an 
island pump. 


For complete data on the new Wayne 440 Series Pump, write to THE WAYNE PUMP COMPANY, Division of 
SYMINGTON WAYNE CORPORATION, Salisbury, Md.* WAYNE PUMP CANADA, LTD., Toronto, Ontario. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 





FACTS ABOUT THE RULLABALOO 
IN THE ANTI-FREEZE FIELD... 


You have heard, of course, about all the “new” 
products announced this year. You’ve probably 
read the sensational claims made for some of 
them. All of a sudden there’s something that’s 
supposed to “eliminate” water and anti-freeze. 
And there’s something else you “never drain” 
(never, that is, unless etc.... etc....) 

Now let’s set the record straight! There has 
been no “breakthrough”...no earth shaking dis- 
coveries in the field of anti-freeze protection. All 
of the “new” products—whether called a “fluid” 
or a “coolant” or “anti-freeze”—are ethylene gly- 
col plus rust inhibitors. (All except one, that is, 
and that one is a packaged solution of glycol and 
inhibitor plus water.) Yes, they’re all ethylene 
glycol based products. 

And what’s new about this? Ethylene glycol 
was introduced to the anti-freeze market thirty- 
three years ago when “Prestone” brand anti- 
freeze was first marketed. And ethylene glycol 
is still the best anti-freeze base. 


And what about inhibitors...that very important part 
of the product that is not ETHYLENE GLYCOL? 


The answer to this one is easy. The best anti- 
freeze inhibitors, including the exclusive Mag- 
netic Film, are used in “Prestone” brand anti- 
freeze. This was true last year and it’s true this 
year! 


P.S. Let’s not forget that every Detroit auto- 
mobile maker states in his car owner’s manual 
that water and anti-rust should be used in the 
summer and a fresh filling of anti-freeze should 
be installed every fall. 


UNION “Prestone” and “Union Carbide” are registered trade-marks for products of 
libainas UNION CARBIDE CONSUMER PRODUCTS COMPANY - Division of Union Carbide Corporation - 270 Park Avenue, New York 17, N.Y. 
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One way to decide who pays the check... 





But not the way to buy : 
Tire Valves and Hardware! 


Considering the vital job tire valves must do—provide 

Examples of DILL Products airtight security—what you use is important indeed! 

and Special Packages... The reliability of the product is far more important 
than a penny or two saved. 

et Valve-Pok Dill has been a respected manufacturer of top qual- 





— over 50 years. Today, our most important asset is a 

ee reputation for producing the finest possible products 

Nike Type Volvos “ ' ... areputation to which we will always strive to add. 

: a What does this all mean to you? It means complete 

ar ‘ae reliability, dependability and safety when you specify 
ee Dill. Why take a chance on less? 


gg Kits for ity valves, valve hardware, tools and equipment for 





— Geren, Tools, 
Equipment 





Valve Insides, 
Caps, Extensions 


{ ™ 9 
| Manufacturing Company 
a si | 
o | Wr 7 J 700 East 82nd Street * Cleveland 3, Ohio 








Dillectric and Dill’co Tire Repairs 
i 
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New WuiteE 4400TDL’s with tag axle help keep Mobil’s fast-delivery ‘clipper service” rolling in Los Angeles. 


In Los Angeles, Mobil Oil Company was hauling 6900- 
gallon tank trailers within a required 40-foot ““L” di- 
mension — making deliveries to metropolitan area service 
stations. They wanted to keep their gas tractor dimen- 
sion and weight, yet switch to the fuel economy and low 
maintenance advantages of diesel power. 

Tough assignment? Not for WHITE. They custom- 
engineered these 4400TDL’s to do exactly the job 
Mobil wanted . . . with economical Cummins diesel 
power. Tag axle adds greater capacity. Low chassis 
weight increases payload. Proper dimension meets legal 
limits and gives top city maneuverability. 

That’s how WHITE works to provide the exact truck 
your hauling job demands—to give you a competitive 
edge. (Ask your WHITE representative today about the 
White 4400TDL series — the ultralight that adds 1100 
extra pounds to payload.) 

THE WHITE Motor ComMPANy, CLEVELAND 1, OHIO 
Branches, distributors, dealers in all principal cities 


WORLD LEADER IN HEAVY DUTY TRUCKS 








White gives you a 
competitive edge because... 


@ WHITE engineers can choose from a great selec- 
tion of diesel engines designed for greater horse- 
power per pound, lower fuel consumption and 
lower maintenance. 

@ Your WHITE is custom-engineered for your job, 
and powered for your profit. 

@ Wuite’s leadership in advanced design gives you 
the biggest payoff in payload and performance. 
Makes your WHITE a protected investment—with 
no artificial obsolescence. 

@ Your White is backed by a nationwide service 
organization—specializing in heavy-duty trucks. 
Including a combined corps of WHITE and Cum- 
mins technicians specializing in diesel engines. 





60 YEARS OF LEADERSHIP 


WHITE 
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THE HEART OF EVERY HOME FUEL OIL 
DELIVERY TRUCK IS THE PUMP! 





Choice of horizontal or 
vertical 2’ suction and 
discharge ports simplifies 
piping and installation. 


Cover plates give ready 
access to pump interior 
for inspection purposes 
without disturbing piping. 


Rugged, durable, cast 

iron construction means 
long life under the toughest 
operating conditions. 


Impeller and diffuser 
design eliminates 
metal-to-metal contact, 
resulting in long service life. 


Mounting pads spaced for 
512" or 6% saddle without 
the use of adapters or 
“trick mounts.” 





Discharge rates 
30 to 120 g.p.m. 


Rotation can be either 
clockwise or 
counterclockwise at input 
shaft, as required. 


“Remite” self-lubricating- 
seal ends shaft leakage 
and customer complaints. 


Heavy-duty gear box with 
helical-cut ductile-iron 
gears running ina 

bath of oil. 


Gear boxes supplied in 

6 o'clock position but can 
be quickly rotated to 3 or 
9 o'clock position in the 
field if required. 


Ww! The new MARLOW UNIVERSAL 
0 ® truck pump for home fuel oil delivery 


This fine new unit represents one of the greatest advances in 
truck pumps since Marlow introduced the speed increaser 
self-priming centrifugal truck pump to the Petroleum Indus- 
try in March of 1949. There’s no metal-to-metal contact or 
close clearances in this pump; that’s why it maintains full 
capacity throughout the entire life of the unit. And—you'll 
appreciate the unit’s leak-proof “Remite” seal that makes 
messy driveways and customer complaints a thing of the past. 
Here’s a pump that will make it possible for you to realize full 
utilization of your tank truck investment. Why not write 
Marlow today for complete information on these new truck 
pumps and the name of your nearest Marlow dealer. 
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MARLOW PUMPS 


DIVISION OF BELL & GOSSETT COMPANY 
MIDLAND PARK, NEW JERSEY 


Morton Grove, Illinois * Longview, Texas 9.545 
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PURE helps jobbers 


make 


more 
money 
from 
service 
stations 

















Clinics in service station management for volume and profit are being held 
right now throughout PURE’s marketing area. If you’d like more facts about 
how one of these clinics can help you as a Pure Oil jobber make more money 
from your service stations, call or write our District or Division Manager in 
your area, or Retail Marketing Department, The Pure Oil Company, 35 East 
Wacker Drive, Chicago 1, Illinois. 


PURE believes in jobbers...BE SURE WITH PURE 
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FREE*G-E “Cap-Trap” and national 
advertising can help you sell more 
G-E SUBURBAN Headlamps this fall 


1. YOUR DEALERS WILL STOCK UP (but not 
overstock) on G-E SUBURBAN Headlamps because 
they'll want a free G-E “Cap-Trap”. It can end gas cap 
losses, keeps °em handy... saves dealers time, money 
saves customers too! Hefty 2%” magnet grips caps, sits 
low—won’t catch on license plates, Wittek “Sure-Tite” 
Clamp grips nozzle. 

*“Cap-Trap” costs dealers nothing . . . it’s free when they 
buy 12 G-E SUBURBAN Headlamps and a Space-Saver 
pack of 10 G-E rear lamps. Offer good while supply lasts. 


2. DEALERS’ CUSTOMERS WILL BUY PAIRS 
of General Electric SUBURBAN Headlamps. One reason: 
G-E full page advertisements urging motorists to buy 
a pair...apair...a pair at a time! Readers of Life, 
Look, Post, Sports Illustrated, True, Popular Mechanics 
and Mechanix Illustrated will see why many thousands of 
people have replaced both headlamps (even though one 
still lights) with G-E SUBURBAN Headlamps. General 
Electric Co., Miniature Lamp Dept. M-029, Nela Park, 
Cleveland 12, Ohio. 


Progress /s Our Most Important Product 


GENERAL @® ELECTRIC 
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Light hose is easy to handle, 
speeds fuel oil deliveries 


HAT B.F.Goodrich hose is 20% 
lighter, much more flexible than 
other tank truck hose of the same size 
and specifications. It’s a 3” hose, but 
the driver made the connection with 
no strain. Even in the 4” size, this hose 
is so easy to handle and carry that one 
man can unload it, hook it up and 
reload it on the truck without help. 
And by using a larger size hose, a truck 
can make faster deliveries, more per day. 
The lightness and flexibility of this 
B.F.Goodrich hose is made possible 
by the use of high tensile nylon cord in 
the reinforcement. This adds strength 


without extra weight, makes the hose 
so flexible it can take a sharp U-turn— 
even an O-bend—without flattening. 

Special rubber compounds make the 
tube of the hose completely oilproof. 
There's no danger of swelling or flaking 
even when (as shown in picture above) 
hose is carrying No. 6 fuel oil that’s 
heated to 100°F. The thick tough cover 
is built for rough use, too. Dragging it 
over concrete or gravel won't harm it 
Letting it stand in gasoline, oil or grease 
won't damage it. 

This new B.F.Goodrich hose is known 
as Type 82-A—an improved hose that's 
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easier to handle, can make faster 
liveries, and reduce operating costs. Let 
your B.F.Goodrich distributor tell yo 
more about it, or write B.F.G 
Industrial Products Company, Dept. M-% 
Akron 18, Ohio 


BEGoodrich 


FUEL OIL HOSE 








WONDERING HOW TO 
CUT 


PAINT MAINTENANCE 


COSTS? 


If you want to cut maintenance costs, Herb Norton’s 
a good man to talk to. A member of Du Pont’s 
recently formed Technical Service Group, Herb’s a 
specialist whose job it is to solve maintenance paint- 
ing problems of every description. In his words: 


“The further maintenance dollars go, the greater 
the return on your investment in plant and equip- 
ment. True costs, however, aren’t determined solely 
by the price of the paint. To measure value accu- 
rately, you’ve got to take into account such factors 
as expense of application and length of time the 
paint job lasts. Believe me, it’s false economy to 
start with anything but top-quality finishes. That’s 
one reason Du Pont paints are so often specified. 

“Another reason, equally important, is the ex- 
pert guidance you get from Du Pont. You see, we 
go right into your plant or installation and make a 
thorough study of your individual maintenance 
problem. Then—drawing on our own experience, 
backed up by Du Pont technical competence—we 
formulate a painting program that meets your needs 
exactly. Service like this helps you achieve lasting 
protection against every conceivable corrosive con- 
dition, at lowest cost per square foot per year.” 


If you have a maintenance problem you'd like 
to discuss with an expert, there’s a man like Herb 
Norton in your area. To meet him, just call your 
nearest Du Pont district sales office. Or write: E. I. 
du Pont de Nemours & Co. (Inc.), Finishes Divi- 


sion, Dept. NPN-69 Wilmington 98, Delaware. ~ 
*K * * 


Herbert L. Norton came to Du Pont’s Finishes Division 
in 1939, having studied chemical engineering at the 
Georgia School of Technology. As he added experience, 
increased responsibilities kept pace. Currently, Herb 
is Southeastern District Manager, Industrial Mainte- 
nance Sales. His background includes problem-solving 
in such areas of industry as textile, paper, petroleum, 
food, marine and public utilities. 


PAINTS 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


86."y, 5, pat OFF 
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TOKHEIM LLL Sean 


most effective island displayer ever developed! 


No doore 


=— 


_ 


ere 
ete 
533 


Displays oil 
and TBA 
on al 4 video! 


a 


ba 


ae 


Never before an oil and TBA merchandiser like the 
new LuBar. Big and attractive, it demands attention 
and gets it; puts up to 60 cans of oil right in front of 
the customer. Moreover, it is a permanent sales tool. 
You don’t have to move it in and out when you open 
and close. Panels on all four sides swivel 180°— 
lock securely. Peg board inserts, furnished, snap 
into place over empty panels for TBA displays. 


SYMBOL OF 
EXCELLENCE 


OKHEIM 


Special concealed compartments drain and store 
empty cans for easy removal later. Aid good house- 
keeping! Compartment also provides space for 
pouring spout. Install LuBar parallel with pumps or 
diagonally for increased visibility. Either way it will 
boost your oil and TBA sales as it is already doing 
for hundreds of stations. Call your Tokheim repre- 
sentative today or write for new bulletin! 


General Products Division 


TOKHEIM CORPORATION 


1650 WABASH AVE. 


FORT WAYNE 1, IND. 


Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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An ANTI-ICER 
that gives you 4 EXTRA VALUES... 


As an anti-icer alone Unicor LHS gives you and your motorist 
customers big value. A highly effective safeguard against 
carburetor icing and subsequent stalling, Unicor LHS is 

readily soluble in all hydrocarbon streams and is not 

removed by aqueous tank bottoms. But consider 

these four additional benefits you get with 

Unicor LHS: 


e Prevents corrosion in storage tanks and 
transportation equipment. 


e Inhibits corrosion in motor car fuel 
systems. 


e Reduces engine manifold deposits, keeps 
carburetors clean. 


¢ Deactivates combustion chamber deposits, improves 
fuel consumption. 


K See our PSE* 


Correct selection and most effective use of 
petroleum inhibitors and additives involves 
expert analysis and consideration of many 
factors relating to your feedstock and 
methods of processing. As specialists for 

over a quarter-century, UOP is able to provide 
unparalleled field service, brought to you by a 
member of our staff of Product Sales Engineers. 
For detailed information on the UOP family of 
superior inhibitors and additives, call or write our 
Products Department. 


® 


WHERE RESEARCH TODAY MEANS PROGRESS TOMORROW 


UNIVERSAL OIL PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S. A. 
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Report No. 6 on trends in service station lighting 


47 footcandles on service area 
from all-mercury installation 


This new service station had a real problem— it had to have a 
lighting installation that could “live up” to its location. It is 
located on a triangle formed by a busy city street and a main 
feeder highway. Speed limits are 40 mph or better—high-speed 
traffic had to be pulled in to make the station’s night-time 
business profitable. 


Lighting engineers met the problem head-on by putting in an 
outstanding all-mercury lighting installation to make the station 
immediately noticeable from a distance — and considerably 
brighter than the busy intersection. They did the job with two 
1000-watt mercury luminaires mounted on each of the three 
pump islands, and four 1000-watt mercury floodlights around 
the perimeter. 


The all-mercury installation puts an average of 47.5 foot- 
candles illumination on pump islands and surrounding service 
areas. Drives and approaches are lighted by 1000-watt mercury 
floodlights, providing fast-moving traffic with plenty of time to 
slow down and pull in for service. 


1. Pump island lighting consists of two Revere No. 7420 
enclosed Alzak aluminum luminaires using 1000-watt C-H15 
color-improved mercury lamps. 


2. Mercury luminaires are mounted at 15 feet on a Revere 
No. 585-12 square tapered pole with Revere No. 821-24 
double-upsweep brackets having a 4-foot offset. 


3. Approach and driveway lighting consists of Revere 
No. 7403-H enclosed Alzak aluminum floodlights mounted at 
24-foot heights on Revere No. 199-G-24 hinged poles. These 
floodlights are directed along the station perimeter with sub 
stantial amounts of spill light falling on the adjacent street 


4. Auxiliary lighting to highlight the station building is 
provided by five Revere No. 3281 cluster lights, mounted on 
No. 3246 splice box and No. 3247 2-in. slip-fitter 


5. Power for the mercury lamps is provided by ten Revere 
No. 1382-KIR constant wattage transformers mounted inside 
the station. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. « 


7420 Lehigh Avenue 


Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 ¢ Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 


In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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“Nylon thump” is annoying because it takes time to 
track down...and makes for unhappy customers. Enlight- 
ening, though, is the way car makers have solved the 
problem. For 2 straight years now, every American car 
manufacturer has made tires with TYREX® tire cord 


original equipment on his new cars. Why not take a tip 
from them? Recommend tires made with TYREX cord 
for the smoothest, safest, quietest ride any tire can give. 
And, when talking to customers, don’t miss mentioning the 
other advantages of TYREX tire cord, shown right, too. 


For latest test data write William Dalton, President, Tyrex Inc., Empire State Bldg., New York 1,N.Y. TYREX (Reg. U.S. Pat. Off.) is a collective trademark of Tyrex 
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It’s 
not 


your car, 

maam... 

that 

bump, bump, 

bump 

must be 
“nylon thump.” 


WHY TIRES MADE WITH TYREX CORD ARE EASIEST TO SELL 

© Give longer tread mileage. FACTS! —not CLAIMS 

e Run cool for greater safety at highway speeds. FACTS! —not CLAIMS o) 

e Stronger in resistance to impact. FACTS! —not CLAIMS 

© Resist “flat-spotting” and cross-sectional “growth.” FACTS! —not CLAIMS beat by leat TIRE CORD 


Inc. for tire yarn and cord. TYREX tire yarn and cord is also produced and available in Canada. 
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ANNOUNCING €@%3 “HOODS UP” 


Now’s the time to prepare for fall cooling system checks 
and the sale of top-quality AC Radiator Pressure Caps 


This Fall Sell The Cap That Pioneered 
Today’s Modern Pressure Cooling Systems 


You have a “Hoods Up” opportunity this fall to sell AC replace- 
ment radiator caps in high volume as dealers test and sell coolants 
and other cooling system needs. And when you sell ACs you sell the 
finest radiator caps made. AC caps are simply constructed— 
requiring no adjustments or attention. All parts in contact with the 
engine coolant are made of non-corrosive materials. Each AC Filler 
Cap has a safety notch provided to relieve excess pressure before 
the cap is completely removed. These are but a few of the features 
that make AC radiator caps the largest sellers in the industry. 


4 Out of Every 10 Cars Need New Caps! 


It’s true—approximately 40% of the cars that pull — 
into service stations have caps that cannot hold ie cate i M 
their rated pressure. And that percentage rises ——< ‘oa 
sharply on cars that are two years old or older. 

Boost your income by selling your dealers AC a > E>, ' am i) 
replacement caps—and the many other products LE S LE =] Le ] Le =} Le = 


associated with cooling system needs. 


SELL ‘AC CAPS...USED ON MORE NEW 
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SALES-MAKING TIME! 


Use These Two “TOP” Selling Aids To 
Capitalize On “HOODS UP” Cap Campaign 


D SPECIAL OFFER ON SALES-MAKING AC CAP CABINET” 


This sturdy, all-metal cabinet becomes a per- 
manent cap sales maker for dealers— providing 
cover display space for any two caps. It can be 
used as an attention-getting counter display — 
or can be mounted on a lube bay wall. It holds 
up to 100 assorted caps—with a special com- 
partment for a cap tester and hydrometer. An 
up-to-date specification chart is also included os 
on the inside cover. —_ inn oo *Caps illustrated not 

included in special 


offer. 








Here’s how dealers can get it 


They can order the AC cap cabinet and 6 fast- 
moving AC radiator caps (4 RC-1; 2 RC-2) for 
only $8.40 and the big, profit-boosting cap 
cabinet is theirs at no extra cost. When they 
sell the six popular caps they recover their 
total investment of $8.40. Stock up today! 


& SPECIAL OFFER ON EASY-TO-USE AC CAP AND COOLING SYSTEM TESTER 


Here’s the easiest-to-use pressure tester you’ve 
ever seen! Dealers can use it to check radiator 
pressure caps and cooling systems on all types 
of cars and most trucks. Two adapters are 
available, at slight extra cost, for trucks having 
a different size filler neck. 


An easy-to-read pressure gauge tells in seconds 
if a cap is good or not—or whether there is a 
leak in the cooling system. Tests from 1 to 30 
pounds pressure. 


Special! $5.00 credit offered with trade-in!— 
Now dealers can trade in their old cap tester 


and receive the new AC Radiator Cap and $18.45. Order your testers now to take full 
Cooling System Tester for only $13.45. With- advantage of the extra profits in AC Radiator 
out a trade-in, the same tester is priced at only Pressure Caps! 


CARS THAN ANY OTHER BRAND! 
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GET THE BUSINESS THAT'S THERE!...MORE TIRE SALES COME FROM 
BETTER TIRE SERVICE 


INSURE EVERY 
TIRE REPAIR YOU MAKE... 
SCHRADER DOES IT BEST! 


Swivel-T cores assure 
_ the most positive 
oir — oa *s #£7960V Standard 
. Valve Caps packed 

100 to box 
3£7960MB Display 
box of 100 in 
sets of S 


Z4000V Swivel-T Valve 
Cores packed 100 to box 


Zt 4000MB Display box of 
100 in sets of 5 


WORLD’S MOST RELIABLE TIRE VALVE CORE 


won’t ever stick—makes tire repairs safe and sure—is 
interchangeable everywhere—the Ace of Standardiza- 
tion. Put in a fresh new Schrader core with every repair 


# B80V Standard Valve 
Caps packed 100 to box 


#88OMB Display box 
of 100 in sets of 5 


WORLD'S MOST EFFECTIVE 
TIRE VALVE CAP 


has powerful sealing unit that seals air in, dirt 


out. Guaranteed air tight to 250 Ibs. pressure. An 
absolute must on repair benches for best tire 
service. 


you make. 


SELF-VULCANIZING PATCHES 


make flat fixing so easy and dependable that 
repair profits zoom. Make a real cured-on patch 
y chemically vulcanized 

without smoke 

or heat. 


SCHRADER GAUGES 


are tire selling tools. Tire pressure, gauged accurately in 
seconds, always help you inspect for tire condition and sug- 
gest new tires. Use them every time you service any vehicle. 


Z£ 81068 Trutest Gauge 
‘certifies’ your airlines 


| #5072 ‘Fix Flats” and aang . 


Repair Kit contains 
everything you need 
to make $140 worth 
of repair business 


27188BH All-Purpose 
Service Gauge 


2£7750T Pencil Type Tire 
Gauge fits in pocket 


Remember: Always install a new valve with every new tubeless tire you mount. 





A. SCHRADER’S SON * BROOKLYN 38, N. Y 
Division of Scovill Manufacturing Co., Inc. 


FIRST NAME IN TIRE VALVES 





eo divisionof SCOVILLE 








FOR ORIGINAL EQUIPMENT AND REPLACEMENT 


Made in America to American Standards of Quality 
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LUXURY 
DRIVING 


TRUE 
ECONOMY 











They’re Clearing The Field 
For More Traffic For You! 


This red-hot Cities Service team carries the ball for you 
on billboards everywhere this fall. They're putting the 
exciting Cities Service theme, “THE WINNING COM- 
BINATION ... LUXURY DRIVING PLUS TRUE 
ECONOMY” over for more traffic at vour station. 

It's been a real boom vear for Cities Service jobbers 
and dealers. If vou weren't on this winning Cities Service 


team this year, wouldn't this be a good time to join up? 


any) —4 


vice oN 
Se £9. 


%, 


i 
a 
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As a Cities Service dealer or jobber, you get complete 
cooperation and assistance in every phase of your opera- 
tions—from taxes to displays, from inventory control to 
advertising and promotions. Youll have everything you 
need to keep a steady flow of traffic in your station. 
For the full story of what Cities Service does for you 
as a Cities Service dealer or jobber, write: Cities Service 
Oil Company, Sixty Wall Tower, New York 5, N.Y. 








Johnson | 


fe =6SEA-HORSE MOTORS 





You build more sales 
with signs of 





PLEXIGLAS 








Sales go up when a PLEXIGLAS® sign is used to 
mark a place of business. This is what leading 
merchandisers in many fields have found and is 
why so many identification programs are based 
on signs made of this acrylic plastic. 


Designed in PLEXIGLAS, signs become solid areas 
of color and light—clean and legible by day, 
completely luminous from internal lighting at 
night. Other reasons why it is good business to 
use PLEXIGLAS—for a single sign or thousands- 


Send for this f ll 
color brochure, 
“PLEXIGLAS for 
SIGNS". It tells hou 
PLEXIGLAS ha 
brought about neu 
concept of sign 
appearance and 
performance 


are its strength, resistance to weathering, low 
maintenance costs, and the accuracy with which 
trademarks can be reproduced. 


We will be glad to send you the brochure shown 


below, and the names of sign companies experienced 
in the use of PLEXIGLAS. And if you would like to 
see scores of successful PLEXIGLAS signs on loca- 


tion, where they are giving sales a real boost, just 
ask us to arrange a showing of our new 20-minute 
color motion picture, ““The Sign of PLEXIGLAS’’. 


Chemicals for Industry 
rN ROHM & HAAS 
COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


In Canada: Rohm & Haas Company of Canada, Ltd., West 
Hill, Ontario 





Forged quality 
—precision 
machined | 


Uniformity 


Extra reinforcing 


Large cam ears 

for long life 
Forged \ 
handles 
for wr? 
greater Stainless “Si 
economy steel pins 


a” 


Uniform wall thickness 


Gasket recess assures 
proper placement 


Superior quality forged body 
—precision machined 
—accurate tolerances 


lon’ EWER-TITE 
= = Quality Quick Couplings = =. 


and Coupler 


Ever-Tite Couplings give you connections that are 
tight and leak-proof—and so quick that you save 
time and money. Built-in quality reduces wear and 
maintenance costs, too. = 
Available in Brass, Malleable, Stainless, Aluminum, 
Monel or other materials on request. 
Ask your distributor now 
ale Adopter EVER-TITE COUPLING CO. INC. EVER-TITE 
Female Coupler 254 West 54th Street, New York 19, N.Y. 


Dust Protectors 
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Ahead of the News 





Private-Brand Boomlet—Private-branders are more 
active in Massachusetts, with three of them extending 
operations to Cape Cod, attracted by the high seasonal 
volume and relatively strong retail prices. Among the 
private-brand chains now are Tri-S, Speedway and Bay 
State—as well as Merit, which has marketed there for 
many years. 
3 

Reluctant ‘30’—In the Midwest, where gasoline prices 
have shown revived strength, retail postings are in 
the 30s. Private-branders have been reluctant to go 
over 29.9¢ gal. because psychologically a 30¢-plus 
posting, even 30.9¢, seems like a big rise. For example, 
Hudson set 29.9¢ as its ceiling on regular-grade in 
Iowa, though some private-branders have posted 30.9¢. 


s 
Undercoating Service—Both Mobil and Shell are 
running pilot station tests of an “asphalt enamel” un- 
dercoating for cars. The coating is applied after a 
spray cleaning and is designed to protect the car from 
the effects of de-icing salt in the winter and salt air 
and sand in the summer. Cleaning and spraying equip- 
ment is supplied by Gray Co. 
* 


Test Engine Wash—Atlantic is running a 20-station 
test of a package engine-wash deal in one of its Florida 
markets. The motorist has his engine washed clean 
with detergent, then coated with a lacquer. The lacquer 
makes the engine sparkle, strengthens wiring, and keeps 
the engine clean. A full-scale local advertising cam- 
paign is selling the service as an annual “must.” 

ca 
Antitransport Ordinance — Considered likely is a 
court test of recent Wisconsin ordinances limiting to 
1,500 gal. the capacity of trucks delivering gasoline 
in certain cities. Such ordinances have been adopted 
at Wisconsin, Dells, Portage, Reedsburg, Lodi, and 
Lake Delton. The ordinances help local gasoline haul- 
ers compete with large oil companies, which use 4,000- 
5,000-gal. trucks. 
Site in Detroit—Site Oil, big private-brand marketer, 
is opening two stations in the Detroit area. President 
Phil Siteman says he’s expanding to other metropolitan 
areas in the next two years. Site Oil has about 175 
branded service stations in 14 states. 

° 
Another Standard Eyes Britain—Standard Oil (In- 
diana) is making market studies in Britain. W. F. Vogt, 
manager of Standard’s bulk-sales department, plans 
to stay in Britain several months, says he’s interested 
chiefly in studying the potentialities of the British 
market for gasoline and heating oils. 

* 
Trading-Stamp Flurry—Decision of First National 
food chain to take on trading stamps is causing a flurry 
in New England. In first stage, 120 First National stores 
in Connecticut are putting in S & H stamps. Anticipat- 
ing a sign-up for Massachusetts First National shops, 
stations in the vicinity are reported trying to get stamp 
franchises. 
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TBA in Supermarkets?—Reporting to stockholders 
at Food Fair’s annual meeting, president Louis Stein 
said some of the company’s supermarkets will soon 
begin stocking TBA items. The first will be in Erlton, 
N. J. The announcement recalls last year’s Food Fair 
stockholder’s meeting at which Stein outlined a plan 
to open “24 service stations in Philadelphia within a 
year.” Food Fair now has five stations in Philadelphia. 
Selling at 3¢ below majors, the stations are reported to 
average 30,000 gal. a month. 

° 
‘Gas & Shop’—An Oakland, Calif., corporation, which 
so far exists only on paper, is trying to get supermarkets 
to rent parking-lot space for one or two gasoline-pump 
islands. Called “Gas & Shop,” the corporation is the 
enterprise of an oil-company employe promoting the 
idea in his spare time. The promoter sees “Gas & 
Shop” as a way supermarkets can turn some of their 
usually empty parking-lot space to profit. He says such 
operations have worked in New Orleans and elsewhere 
and feels California, dominated by the automobile, is 
a natural. 

* 
Jet System for Small Boats—Reduced fuel consump- 
tion is one major claim being made for a newly intro- 
duced small-boat jet propulsion system. To be marketed 
in about six months by Vanguard Industries of Cincin- 
nati, the system allows steering by controlling the direc- 
tion of the jet stream. There is no propeller or rudder. 
It will be available in 105 hp (about $500) and 135 hp 
(about $650). Last year Buehler Turbocraft began mar- 
keting a similar turbo-jet boat unit. 


IN DETROIT 


One Jump Ahead—Smog-reducing devices will be on 
all 1960 Larks shipped to California, says Studebaker- 
Packard Corp. Crankcase fumes will be picked up and 
piped to the intake manifold from where they will be 
fed back to the engine’s breathing system. This move 
anticipates a new California law, which will soon re- 
quire exhaust-control devices on all motor vehicles. 
This will take place one year after a 13-member board 
finds two or more devices effective. Lark apparently 
thinks the finding is around the corner. 
Down the Road—Reports from Detroit say even bigger 
changes are coming after the 1961 model year. Said to 
be in the works: 

e@ A Volkswagen-sized Ford with air-cooled V-4 
engine and front-wheel drive, perhaps for 1962. 

@ Standard-sized Chevrolets with rear engines, pos- 
sibly for 1963. 

e A sports-model Cadillac, similar to the Ford 
Thunderbird. 

@ Ford Comets and Falcons with front-wheel drive, 
probably by 1963. 

e@ GM cars with aluminum V-8s, transaxles and 
unitized bodies, by 1963. 

(For more long-range information, see opposite page; 
report on 1961 models starts on page 91.) 


79 





Ahead of the News 





IN WASHINGTON 


Minimum-Wage Exemption—Most jobbers will be 
exempt from overtime provisions of the new minimum- 
wage (Kennedy) bill, as passed by the Senate last 
month. Passage of the amendment, proposed by Sen. 
Thurmond (D., S. C.) and backed by National Oil Job- 
bers Council, was cited by NOJC general counsel Otis 
H. Ellis as “the greatest legislative victory in the history 
of the Council.” 

The amendment exempts local jobbers who do more 
than 75% of their business in their home states—about 
98% of all jobbers, Thurmond says. 

Differences between House and Senate versions of 
the wage bill, as the measure was ready to go to a 
House-Senate conference, were: In the Senate, an in- 
creased minimum up to $1.25 an hour by 1964 and 
coverage extended to retail service station employes in 
stations crossing more than $250,000 a year. In the 
House, a minimum wage of $1.15 an hour starting in 
1961, with $1 per hour coverage of service station em- 
ployes of chains with five or more stations operating 
in more than one state. 

The Senate bill would cover from 70,000 to 93,000 
station employes, the House bill about 35,000. Total 
number of station employes in the U. S. is estimated 
to be 421,000. 

Most jobbers pay more than the new hourly mini- 


mum proposed. 


© 
Northwest Price Probe—The Federal Trade Com- 
mission is understood to be investigating gasoline 
pricing practices of all majors in the Puget Sound area 
following complaints of price discrimination. There’s 
no indication, however, any suits will be filed in the 
next three months or so. 


* 
Salt Lake City, Too—The Federal Trade Commission 
has announced it will conduct an investigation into 
gasoline wars in the Salt. Lake area. Price wars have 
been frequent there in the past several years. 


AROUND THE COUNTRY 


Right Time to Sell—Private branders will never be 
in a better position to sell out than right now, says 
a veteran marketer close to independent and major 
camps. Reason: “An independent’s market value in- 
creases in proportion to the length of supply”—and 
supply appears to have hit the high-water mark. 


* 
Phillips in Cleveland—Phillips Petroleum has signed 
up a new jobber to cover the northeastern Ohio terri- 
tory, including the cities of Cleveland and Akron. 
President of the new firm, Cleveland Oil Co. Inc., is 
Lester S. Auerbach, a former division marketing execu- 
tive for Gulf in Chicago, Cleveland, and New York. 
New stations financed by Phillips will be built on sites 
presently available and to be acquired. 
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What's New with ‘One-Roof’ Organization—Fur- 
ther talks on the proposed constitution and bylaws for 
the oil-heat industry’s single trade association are now 
in the hands of a special three-man committee that 
includes Everett Elliott, Oil-Heat Institute’s distribu- 
tion division; Len Marshman, Mobil Oil Co., major- 
company representative; and George Gruberg, attorney, 
who has been presiding over the meetings between OHI 
and the majors. 

© 
Pauley on the Move—Pauley Stations Inc., new West 
Coast marketer (NPN—May p75), plans to open one 
station every 10 days at least through 1961. It has 
opened three since July 1. Stations are prefab steel with 
flared canopy and red-white-and-blue color scheme, 
and feature nine-grade blending pumps. 

* 
Frontier Pushes Northwest—Frontier Refining Co. 
is expanding its marketing to the Pacific Northwest. 
It’s building a pipeline terminal at “an Idaho point” 
and increasing the capacity of its Beeline refinery in 
Salt Lake City, Utah, from 5,500 b/d to 7,500 b/d. 
Frontier plans to deliver its products by pipeline more 
than 700 miles from the refinery. Beeline is the new 
name of Western States Refining Co., which Frontier 
acquired last January. Beeline was the brand Western 
States marketed under at 160 outlets in seven Inter- 
mountain states. 

* 
Antifreeze Brand Battle—Consumer advertising for 
national-brand antifreezes will rise to a higher cres- 
cendo this fall than ever before. Not only will Dow, 
Dupont, and Union Carbide back their new brands 
with multimillion-dollar campaigns, but they also won’t 
spare the horses on their existing brands. On top of 
that, this happens to be the year when Houston 
Chemical, new owner of the Peak. brand, plans to tee 
off for a bigger share of the market. 


. 
Oil and World's Fair—Several majors who have been 
approached to participate in the 1964 New York 
World’s Fair have asked the API to consider a coopera- 
tive industry exhibit. An Oil Industries Building was a 
highlight of the 1939 fair. The proposal will probably 
go to the API’s executive committee for consideration 
late this month. Meanwhile, American Gas Association 
has already announced its participation in the fair. 
. 

Hess Integrates—Hess Trading & Transport Co., 
Perth Amboy, N. J., is becoming a fully integrated 
oil company. It’s acquiring a crude supply and pipe- 
line system, and marketing under the “Hess” brand 
name. The two Hess stations are in New Jersey, post- 
ing 2¢ gal. below the fair-trade price. Hess’s refinery 
at Sewaren, N. J., is being modified to handle new 
crudes, will be expanded to 75,000 b/d by the end of 
the year. Besides its own stations, Hess now supplies 
outlets of Meadville Corp. (Merit-Saveway-Giant), in 
which it has an interest. 


More Ahead of the News 
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Trends to Watch 





Long-term effect of compact cars has everybody guessing now. New NPN survey 
finds all but a few major-company research departments busily crystal-balling. 
Two or three companies have set up special study groups. Putting the predictions 
together, here’s the picture: 


Forecasters see eye to eye on short-term (one year) prospects: neligible impact 
on total gasoline consumption, continued sag in motor-oil and premium-gasoline 
ratios (see report starting on page 91). They don’t buy Detroit predictions that 
50% of 1961 car sales will be compacts. They see closer to 40%. One typical 
forecast expects gasoline consumption to be 18 mpg for compacts, 14 mpg for 
standard models. On that basis, 11% of cars on the road by the end of 1961 
would be compacts; total consumption would be 1.3% less than if compacts didn’t 
exist. That still allows for a healthy rise in over-all demand. 


Premium-gasoline sales are slipping. They're down about 2% this year from 
1959; it could be the same story next year. Compacts aren’t the only factor. 
About 80% of all cars sold next year will be designed for regular gasoline. 


Motor-oil ratios could drop a few more points, owing to compacts’ longer drain 
intervals and smaller crankcases. All-out oil-change promotion by the oil industry 
could help check the decline, of course. 


Looking ahead to 1965, the crystal balls begin to cloud up. Best estimates on 
the compacts’ share of the 1965 car population range from 28% to 35%. That’s 
allowing for car-life and scrappage factors. On that basis, total consumption in 
1965 would be more than 3-billion gal. less than if there were no compacts. 


Around the industry, company economists are scaling down long-range demand 
estimates. Revised growth-rate estimate for gasoline is in the neighborhood of 
2% per year. 


Other factors tending to cut gasoline consumption, as one forecaster sees it: 

e More jet travel (substituting a 10% for a 50% transportation tax), with car 
rentals at point of destination. 

e Increasing fuel economy in both compact and standard cars. 

e More piggybacking (up 50% last year, while carloading rose only 2.5%). 

Premium-gasoline needs are sure to drop, forecasters say. By 1965, they pre- 
dict, sales ratios may be down to 15%-20%. There’s a scissors effect between 
more economical engines and more powerful regular gasolines. 

Motor-oil ratio decline may level off by 1965, forecasters think. 

Grease consumption, cn the other hand, has to diminish. Big factor is the ad- 
vent of lubeless cars, not compacts with fewer lube points. By 1965, forecasters 
say, lubeless cars will be pretty much the standard. 

(For a thorough appraisal of small cars’ long-term impact, see NPN—May p151). 
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Your Personal Business 





Have you been reading ads on the need for financial aid to higher education? 
If so, you should be pretty well briefed on the idealistic reasons for supporting 
the colleges and universities—the growing cost of education, the need for more 
facilities for the growing number of college applicants, the fight to keep qualified 
faculties. There are also some hard business advantages to giving money to higher 
education. 

e There’s a tax advantage, both individual and corporate. For the individual 
—who’s allowed to deduct contributions up to 20% of his adjusted gross in- 
come—the limit can be increased to 30% if at least 10% of the contribution 
goes to education. For the corporation in the 52% rate category (taxable income 
over $25,000), a gift of $1,000 to a college actually costs the company only $480. 

e Contributions to schools can help in recruiting specialized personnel. A com- 
pany or individual donating a scholarship (tuition only) or a fellowship (tuition 
and living expenses) can insist that the aid be given to a specific type of student 
—for example, an outstanding student in marketing or advertising. As the donor, 
the company or individual gets to meet the student and check periodically on his 
progress. He could be groomed for a spot in the company. 

e Contributions are valuable in terms of publicity and public service. The gift 
itself can be publicized, and builds good will among students and community. 

e There’s one final factor—threat of higher taxes if the money doesn’t come 
to the schools through private donations. Among the private schools, there’s a 
growing fear that increasing federal support might lead to more federal control. 

How do you make a contribution? The best bet will be to meet with your 
selected school and talk it over with the officers. Be prepared to have the schools 
argue for full control of the money. They prefer to use it as they see fit. And 
you'll find the schools trying to swing more donations into the arts and humanities 
departments and the graduate divisions, neglected by industrial donors who favor 
the professional branches of learning. 

You may give an unrestricted grant, leaving the decisions to the school. The 
Esso Education Foundation gave out $721,000 in 1958 in unrestricted grants, Or 
you may specify that the grant is for capital purposes (Esso gave $250,000 in this 
category in 1958). 

Student aid is perhaps the most flexible means of giving. You can start with a 
one-year scholarship, or set up a loan fund for students. You can specify just what 
sort of student should be eligible for the money. 

The rising percentage of unrestricted gifts is mostly going in to faculty and 
staff salaries. The idea is to retain highly qualified instructors who might be 
tempted by the bigger salaries in business. 

A growing means of giving money has been the gift-matching plan. Here a 
company will equal the amount given to a school by an employe. A ceiling is 
usually set on the individual and total amount. 

On the corporate level, several oil companies have been in the first rank of 
donors to education. Shell now contributes directly to 19 private and 10 tax- 
supported universities ($923,350 in 1960). The Esso Education Foundation gave 
almost $2-million in 1959. Standard Oil of California donated $1.5-million in 
the same year. 


—NPN— 


Suggested Reading: For some good authoritative reading on the question of edu- 
cational support, try Dexter M. Keezer’s “Financing Higher Education: 1960-70” 
(McGraw-Hill, $3.50). It’s a sound appraisal of the new methods and approaches 
being used to meet the financial needs of American education in the coming 
decade . . . If you’re interested in booming Latin American markets, (track down) 
“Marketing in Latin America” by Frank Montgomery Dunbaugh (Printer’s Ink, 
$7.50). The author details the activities and problems of American companies 
and investments in an area that has urban populations increasing at two or three 
times the speed of American city populations, and where U. S. corporation in- 
vestments have soared to $8-billion . . . Though designed as a text for under- 
graduate students in business administration, “Statistical Analysis” (McGraw-Hill, 
$6.50) makes good reading for the experienced executive who wants to see how 
statistics is growing as a tool—and a process—for managerial decision-making. 
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WHEN YOU SELL SUN QUALITY PRODUCTS, 


SALES 10 


An increasing share of the lubricant 
profits from the busy, bustling, local 
fleet market . taxis, laundries, 
dairies, and the like...can go to 
the independent oil marketer. 

You can get all the help you need 
from Sun... to sell your story and 
set up your service facilities. 

Let Sun help you build and main 
tain your reputation as a supplier of 
top-quality products. Sun has a line 
of petroleum products broad enough 








LOCAL FLEETS COME EASIER 


to satisfy every customer’s needs. 
You can sell a Sun product under 
your own brand name anywhere. In 
many areas you can get a distribu- 
torship for Sunoco fuel oils and 
other branded Sun products. In some 
areas distributorships for Blue Sun- 
oco gasolines are still available. 
Write to SuN Or, COMPANY, NP-9, 
1608 Walnut Street, Phila. 3, Pa. 
In Canada: Sun Oil Company 
Limited,Torontoand Montreal. 


MAKERS OF FAMOUS CUSTOM-BLENDED BLUE SUNOCO GASOLINES 


PETROLEUM 


NEWS 





FOR FASTEST, EASIEST IGNITION 


SYSTEM TESTING.. 


.CHOOSE LINCOLN 


gives accurate, reliable test 
in only 3-5 minutes 


® Spots any ignition trouble fast! 

® Connects in seconds with simple alligator 
clips 

@ No training required. You can learn to use 
it in less than half an hour 


Here’s a combination of speed, dependability and 
economy you'll find in no other method of ignition 
system testing. With unwavering accuracy and 
consistency, the Lincoln Quick-Check Dwell-Tach 
and Ignition Tester give you direct readings on 


e Points Condition 

e Engine idle speed 

e Dwell (points spacing) 

e Ignition output and reserve 


(Tests coil, secondary wiring, distributor cap and 
rotor, spark plugs and timing) 


Direct Reading from Color-Coded 
Expanded Dials! No Calculations Needed! 


® Tests all 4, 6, and 8 cylinder engines, both 
6 and 12 volt ignition 


@ Surprisingly economical. Highest quality 
and accuracy at modest cost 


A five-minute demonstration will prove how easy 
Quick-Check is to use... (see coupon). 


Lincoln offers a complete package for thorough 
ignition system testing that includes these other 
instruments and accessories: 


BATTERY LOADER AND TESTER 
GENERATOR-REGULATOR TESTER 
TIMING LIGHTS 

HANDI-START 


Easy-to-follow instruction manuals show testing 
procedures for entire ignition system. 


Send coupon for Bulletin 301 and price list, and the name 


of your Lincoln wholesaler handling Quick-Check. 


LINCOLN ENGINEERING COMPANY 
4010 Goodfellow Blivd., St. Louis 20, Mo. 


[] Please send me Bulletin 301 and price list on Lincoln 


Quick-Check instruments. 
C] | would like to have a demonstration. 


Name 
Company 
Address 


City Zone State 
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INSTRUMENTS 











LINCOLN 


\ ENGINEERING COMPANY 


DIVISION OF THE McNEIL MACHINE & ENGINEERING CO., 4010 GOODFELLOW BLVD., ST. LOUIS 20, MO. 
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VALVOLINE 
PAYS OFF! 


World's First - World 


Here’s why it makes dollars and sense for you 
to make the move to Valvoline... 


You get the help of a bright new package, 
designed for attention, impact and sales. 


You get the help of miracle Chemaloy ...a 
development of advanced research that makes 
Valvoline the world’s most modern motor oil. 


You get national magazine advertising, with 
full-color ads in Saturday Evening Post, News- 
week, Sports Illustrated and Sports Cars IIlus- 
trated .. . more than 140 million advertisement 
exposures! 

















BU 








Now With Miracle 


CHEMALOY 





V You get point-of-sale help. Valvoline supplies 


you with sales aids of all kinds . . . designed to 
catch the customer’s eye and put extra profit 
in your pocket! 

Write, wire or call Valvoline today for all details 
on how you can cash in! 


VALVOLINE OIL COMPANY e Refinery—Freedom, Pennsylvania e Home Office— Ashland, Kentucky 
Division of Ashland Oil & Refining Company 
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Wayne guarantees efficiency 


of its 2-stage compressors 


--- and offers an 
individual performance certificate 


with each unit! 





Similarities in appearance and in certain areas of per- 
formance can sometimes make compressor selection 
difficult. How can you be sure of getting the most for your 
compressor dollar—in terms of operating efficiency, use- 
ful life and freedom from repair? Here are two ways 
Wayne can help you decide: 


Usable air output guaranteed —When you buy a 
Wayne Air Compressor, you are guaranteed an actual 
usable air output, not just a theoretical displacement rat- 
ing. Each 2-stage compressor from 1 to 10 hp is tested to 
determine how much free air it delivers at 175 psi and 
how much electric current is required. On this basis we 
guarantee a volumetric efficiency of 75% at 175 psi— 
and back it with a certificate stating the free air output of 
each unit. No other manufacturer does this. 


Low operating speed—key to compressor life— 
Accelerated wear and premature failure are often associ- 
ated with excessive operating speeds. Yet many 2-stage 
compressors today operate at 800-1000 rpm or more. 
Speeds of Wayne compressors rated 1 to 10 hp do not 
exceed 660 rpm—and are comparably low for larger 
models. The result is less wear, longer service life, less 
maintenance cost for you. 


For a booklet on how to select an air compres- 
sor, and data on Wayne compressors — 1 or 2- 
stage, 3 to 20 hp— send for Bulletin WPE-O85A. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation e Salisbury, Md. 
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Another Big Promotion 





for Smelair Distributors 





rs 


Sinclair SPONSORS vig 
PRO FOOTBALL ON 
TV NETWORK , 


Starting Sunday, September 11, Sinclair will be a 

sponsor of the new American Professional Footbal! 
League Games over the ABC-TV network: 

15 Sunday games plus a Thanksgiving Day game. 

Then the championship play-off on December 31. 


Timely promotions and top quality products, 
such as the new patented Triple-X Multi 
Grade Motor Oil, are just a few reasons why 
it pays to be a Sinclair Distributor. 

As soon as you acquire the Sinclair franchise, 
the entire Sinclair Organization is primed 

to help you get rolling—and keep rolling. 


You get the kind of financial help and 
administrative aid you need. You get 
assistance in bulk plant operation 

and service station development, too! 


To build extra fuel oil, industrial 
and farm gallonage, Sinclair 

puts a complete sales training 
package at your disposal. 

Talk it over with your Sinclair 
Representative or write to: 
Sinclair Refining Company, Mgr. 
Distributor Sales, 600 Fifth Avenue, 
New York 20, New York. Ask, too, 
about the Sinclair TBA franchise, 
featuring Goodyear, the greatest 
name in rubber. 


Sinclair Sinclar 
y 
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Needed: More Pricing Awareness 





RODUCT PRICING is receiving more and 

more recognition as a delicate instrument 
that vitally affects every segment of the industry. 
Too many non-marketing segments have been 
oblivious to market-place factors that influence 
the whole industry right back to the wellhead. 
By writing a letter, Derby Refining Co. has per- 
formed a significant deed in stressing the need 
for pricing awareness. Derby of Wichita, a sub- 
sidiary of Colorado Oil and Gas Corp., recently 
sent a letter to all its employes and to 10,000 
producers and royalty owners explaining the 
importance of product pricing practices. 

The principal point of the letter is this: Derby 
established its policy of linking its crude purchase 
prices to the product prices “because a pro- 
nounced fluctuation in price at the market place 
dictates a corresponding fluctuation in the price 
for the basic raw material.” 


Derby says: “All divisions of our industry are 
inseparably linked, yet at times there is a ten- 
dency for producers, refiners and marketers to 
act at cross purposes . . . An appreciation of 
each other’s problems is a fundamental need if 
the oil industry . . . is to maintain a healthy status 
in 1960 and the years ahead. 

“The marketing conditions prevailing at the 
service-station pump are destined to be a pri- 
mary factor in the price of crude for the producer 
and the finished products for the refiner. 


“This makes it imperative for the producer, 
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as well as the refiner, to be concerned with the 
marketing factors which affect the price of 
crude oil. He should do this because it is his 
crude oil that is being sold at the service station 
pump. The producer, the refiner and everyone 
in the industry must be acutely aware of pro- 
duct pricing practices since they determine the 
profitability of all divisions from the service sta- 
tion pump back to the producing oil well.” 


Noting that some companies have discontinued 
the policy of guaranteeing profit margins for 
distributors and dealers, Derby says, “This 
is a logical decision since the refiner has no such 
guarantee nor does the producer. All should 
share equally in the risks and profits of a freely 
functioning market.” 


Derby has been adjusting prices in the spirit 
of its letter. At the beginning of summer, Derby 
reduced crude prices “to reflect some part of the 
depressed retail prices existing at that time.” 
Derby said that tied crude prices to the prevail- 
ing selling prices for finished products, enabling 
Derby to place refining operations on a profit- 
able margin. When the product prices rose, 
Derby adjusted the crude price “to bring it into 
equitable relation with the wholesale and retail 
level.” 


Derby’s enlightened viewpoint is a model for 
others to observe. Its effectiveness in articulating 
this viewpoint is a contribution to industry edu- 
cation. 





Woody O'Dell has been a Skelly Dealer for 14 years. Each of these years he has increased 
his business substantially. Four years ago he moved into this handsome station at 250 W. 


Arrow, Marshall, Mo. 


Woodrow W. O'Dell, Marshall, Missouri, says: 


“| expect Skelly’s Guaranteed Starting Promotion to 
increase my gross sales better than $7,000 this year.” 


“My gross sales get bigger every 
year that Skelly holds the ‘You 
Start, Or We Pay’ campaign. Last 
year they went up $5,000 during 
the promotion. 


“And | expect Skelly’s Guaranteed 
Starting Promotion to increase my 
gross sales $7,000 this year. That’s 
because ‘You Start, Or We Pay’ is 
a real worthwhile offer. And the 
longer it runs, the more folks real- 
ize it’s something they should take 
advantage of. 


“ "Big Ticket’ sales averaged about 
$40 each during last year’s cam- 
paign. (A ‘Big Ticket’ sale is any 
single sale over $30.) We sold more 
than $3,000 worth of tires, batteries 
and other items. And we look for- 
ward to the same kind of sales this 
year. 


"Gasoline sales increased about 
1,000 gallons a month during ‘You 
Start, Or We Pay’ last fall. We sold 
about 800 extra quarts of motor oil 
during those months, too. 


“| made fewer than six calls to get 
folks started under the terms of 
their Guaranteed Starting Certifi- 


cate last year. I would gladly have 
made more. That’s because it shows 
folks just how important it is to 
sign up for our program. Then they 
tell their friends about it. 


“| know my two full-time helpers 
will push ‘You Start, Or We Pay’ 
this year. And why not. Last year 
they each won a free movie camera 
from Skelly for signing up more 
than $1,000 in ‘Big Ticket’ sales. 


“I've been a Skelly Dealer for 14 
years now and every one of those 
years my business has increased. 
Four years ago, I moved into this 
modern Skelly station. And for my 
money, it’s still the best looking 
service station in town. 


“Skelly’s ‘You Start, Or We Pay’ 
promotion costs me nothing. But it 
makes me a lot. And that just about 
sums up the way Skelly helps you 
make a big go out of your franchise. 
Anyone looking for a new franchise 
ought to see Skelly first.” 


For full details on a Skelly fran- 
chise, fill out and mail coupon at 
right, today. 


| SKELLY OIL COMPANY 
| Franchise Division 
605 West 47th Street 
Kansas City 41, Missouri 
Please rush me full details on how easily 
| can have a Skelly franchise. | realize all 
inquiries will be held in strict confidence. 


| Present 
| Franchise- 


DIVISION OFFICES: Aberdeen * Chicago * Dallas * Denver * Des Moines * Kansas City * Lubbock * Omaha * St. Louis * St. Paul + Tulsa * Wichita 
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<Corvairs roll off assembly 
line at Chevrolet’s Willow Run 
plant (also shown on cover). 
Introduction date is Oct. 4 


1961 Car Outlook: Radical Changes 


You'll be up to your hips in compact cars. Other big developments: 
the first lube-free chassis, stress on economy all down the line 


1961. That means from 6-million to 6.5-million 
units, including imports. Of these, over half are 
expected to be compacts. 

Regular models, too, will accent economy. 

For oil marketers, this points to another year 
of declining premium-to-regular ratios, dwindling 


(; ET READY for a surge of compact cars when 
the new-model year begins this fall. The 
starting gun will fire earlier than ever this year 
well ahead of the National Automobile Show, open- 
ing in Detroit Oct. 15. 


Auto makers look for a “normal” model year in 








Will the Compacts Shrink Total Consumption? 


THE 1961-MODEL COMPACT CARS will probably 
dent total demand for motor oils, greases, and perhaps 
premium gasoline. They're not likely to cut total gasoline 
demand. 

That’s the upshot of an NPN survey of major oil 
company experts. The big findings: 

e Motor-oil ratios will take another beating. Manu- 
facturers’ recommended oil-change intervals for the com- 
pacts are 4,000-5,000 miles. Crankcase capacities are 
4.5 qt. 

e Grease demand may go down, owing to fewer—and 
ultimately, no—lube points. 

e Premium-gasoline demand may sag, because of 
greater oil-company emphasis on regular-gasoline adver- 
tising. All compacts use regular, of course. 

e Coolant demand may be down slightly. The success- 
ful Corvair is air-cooled, and the other compacts all 
have lower radiator capacities. 

e Total gasoline consumption should keep rising, al- 
though the long-term trend is toward a slower rate of 
growth. One major sees a 4% increase next year, but 
only 2%-3% in 1962. Another predicts a slowdown to 
about 3.9% by 1962-63, with annual increases after that. 

While the compacts’ per-unit gasoline consumption is 
lower, the oil men surveyed believe this is countered 


by at least four factors that will keep total demand up: 

1. Most compacts are being bought as second cars or 
replacements for foreign second-cars. So the over-all 
vehicle total is increasing. 

2. Many are bought by new buyers—for example, 
high-school and college-age youngsters with money to 
spend. These are new gasoline users as well. 

3. Compact-car owners seem to do more driving. 
Causes include added mobility for wives; the “new-toy” 
attraction of the smaller cars; effects of economy claims 
in impelling owners to use their compacts more. As 
evidence that compacts are being driven more than bigger 
cars, talks with car dealers in a major city indicated 
that compact owners come in for 1,000- and 3,000-mile 
checkups sooner than big-car owners. 

4. Not all compacts are living up to original economy 
claims. Some deliver only 18-20 miles per gallon, not 
much more than some bigger cars. 

Do the oil companies expect 50% of next year’s sales 
to be compacts, as many Detroiters claim? “We won't 
argue,” says one company. Another predicts 40%. A 
third looks for 22% to 28% between 1960 and 1967. 
All are keeping an eye on compact developments, and 
a few have set up study groups. But no one is pushing 
the panic button now. 
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(begins on page 9!) 
motor-oil ratios, and further shrinkage in the 
chassis-lube picture. It may not mean a leveling in 
demand for oil products. You'll be up to your hips 
in compacts, but a large percentage may be second 
—or even third—cars. 

By and large, oil men will have fewer troubles 
than auto makers, who enter the 1961 season with 
a bagful of new products and some special problems 
all their own. They worry about a projected mid- 
September inventory of leftover models that—by 
the most optimistic standards—will exceed 600,000 
units. In addition, the used-car market, a traditional 
barometer of dealer welfare, is best described as 


soggy. 

On the brighter side is a definite leveling in the 
sales curve of imrorts. They peaked at 600.000, 
have dropped to 500,000 now, and may silde more. 


How You'll Be Affected 

The industry’s offering of ten compact name- 
plates (see rundown at right) will be the biggest 
factor affecting the weighted averages of compres- 
sion ratios, gasoline consumption and lube use. 
In the regular models, there are few notable de- 
partures from the economy trends begun last year. 


e Prenium-gasoline requirements will be nar- 
row, as in 1960. Every make except Cadillac, Lin- 
coln, Imperial and Thunderbird will offer standard 
engines that have been downgraded to regular. 
This was true last year. All compacts, of course, 
will use regular gasoline. 

Compression ratios won’t change much, but the 
weighted average will drop to about 9:1 because of 
the compacts. Last year the average was 9.14:1. 


e@ Gasoline economy will be up. More new cars 
on the road will exceed 15 miles per gallon, even 
in traffic. A group of automotive writers testing the 
new Oldsmobile F-85 undercontrolled, proving- 
ground conditions had no trouble averaging 27 mpg 
at 30-35 mph. 

Another economy factor is the increasing popu- 
larity of six-cylinder engines in standard-sized cars 
as well as compacts. Take a look at the trend: 


1959 1960 
General Motors 24.3% 31.0% 
Ford 19.6 47.6 
Chrysler 20.7 43.1 
American Motors 89.2 90.7 
Studebaker-Packard 74.2 52.5 
INDUSTRY TOTAI 28.0 42.4 


There’s no reason this trend won’t continue. 
Mercury, for example, is adding a six-cylinder en- 
gine to its line for 1961. 

Gasoline-tank capacities won’t change much by 
make. But the weighted average will be lowered 
by the growing preponderance of compact cars. 
Their tanks average 14.5 gal., against 22 for the 
standard-size cars. 


e@ Oil-change intervals are slowly climbinz, de- 
spite oil-industry efforts to standardize the 2,000- 








Compact Cars: Here Are 


BIGGEST NEWS out of Detroit this fall will be 
addition of four new nameplates to the roster of 
American-made compacts, putting the total num- 
ber of lines at ten. 

The new compacts will be relatively luxurious 
and larger than last year’s pioneer models. 
They’ve already been dubbed “King-size.” 

Here’s a rundown on the 1961 compacts: 


New Lines 


> Pontiac’s Tempest will have striking mechani- 
cal innovations. Standard engine will be first 
four-cylinder unit offered on an American-built 
car since the ill-fated Henry J. It will be front- 
mounted, but at 45-degree angle on its side. 
Reason: Essentially, it’s the current Pontiac V-8 
engine, cut in half lengthwise to permit sub- 
stantial tooling and assembly economies. Com- 
pression ratio will be 8.6:1, for operation on reg- 
ular gasoline. Optional version with 10.25:1 
compression ratio will be rated at 155 hp. Op- 
tional V-8, with aluminum block and heads, will 
be same as in other new GM compacts. 

Another U.S. first for Pontiac will be the 
transaxle coupled to a front-mounted engine. 
Gear box, or optional two-speed hydromatic 
transmission, will sit astride the differential in the 
rear. It will be connected to the engine by an 
unusual multi-jointed drive shaft. Result will 
be an almost level floor, more headroom. 

Unitized bodies will be used, in four-door 
sedan and wagon configuration. Styling will be 
closely akin to Pontiac’s 1959 model. 





mile interval. Ford thought seriously of a 6,000- 
mile interval, but settled on 4,000 when it decided 
the higher figure was “awkward” from a time 
standpoint. Chevrolet continues at 4,000. Buick is 
up to a vaguely worded 2,000-3,000. Chrysler will 
drop back to a recommendation of every 2,000 
miles or two months. 

Weighted average crankcase capacities will 
shrink, because of the rise in compacts. All com- 
pacts hold 4.5 qt. Cadillac is the only big make 
to drop—from six to five qt., owing to a redesigned 
oil pan. 

e Automatic - transmission recommendations 
won't change significantly. All Ford products spec- 
ify periodic checking, but no drain is necessary. 
Chrysler recommends drain and refill with Type 
A, Suffix A fluid every 10,000 miles. Of the GM 
makes, Chevrolet continues its no-drain policy. 
Cadillac typifies the Hydra-matics, specifying one 
year or 12,000 miles. 

e Advent of the semi-lubefree chassis will have 
far-reaching effects. Standard-size Fords, Mercurys, 
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The Big Developments for 196] 


®Oldsmobile’s F-85 and Buick’s Special, GM’s 
other new compacts, will feature aluminum V-8 
engines of 215 cu. in., turning up about 155 hp 
at 4,800 rpm. They'll require no special oils, 
lubricants or additives. To cope with the alumi- 
num block, major glycol producers have already 
altered formulas. Only remaining problem is 
use of tap water as a coolant in the Southwest 
and Kansas, where chloride content sometimes 
runs over 500 parts per million. Recommenda- 
tion: Use rain or distilled water there, or leave 
the antifreeze (preferably a new super-perman- 
ent type) in during summer. 


Both standard three-speed manual transmis- 
sion and optional hydramatic will be up front in 
these cars, but a triple-jointed drive shaft will 
keep height down. GM will specify 12 pints of 
Type A fluid to its own specs for the automatic 
transmission; standard box will use three and a 
half pints of A-9 mineral oil. 

Both engines will be basically alike, but few 
rotating parts will be interchangeable because of 
design differences. For example, Buick will hit 
peak torque at lower rpm than Olds, so its tim- 
ing gear will be exclusive to the make. Olds on 
the other hand, will cover its carburetor with a 
metal shield claimed to give better silencing and 
weather protection. 


Both makes will feature unitized bodies in 
four-door sedan and wagon configuration. 


®Dodge’s Lancer will be an elongated Valiant 
with some styling and mechanical differences. 
Extra length will be in the rear for more luggage 


space. An aluminum version of Chrysler’s “slant” 
six engine was scheduled, but production prob- 
lems interfered. Current cast-iron engine will 
be continued and used in a new line of Dodge 
Dart light trucks. 


Existing Lines 

® American Motors’ Rambler is committed to 
an aluminum version of its existing in-line, over- 
head-valve six. This engine just completed a mil- 
lion-mile endurance run at Daytona Beach. 
Rambler’s American series will be extensively 
restyled reportedly in the direction of Stude- 
baker’s Lark. Standard Ramblers and the Am- 
bassador will be facelifted, and the company 
will likely field a light truck later in the year. 


®Ford’s Falcon and Comet will undergo little 
styling and mechanical change. Falcon will add 
a convertible and a slab-nosed compact commer- 
cial car. In carryall models, this will double as 
a passenger car. Falcon and Comet will have an 
optional, more powerful 170-cu. in. engine. 


®Chevrolet’s je won't be changed much 
either. It too add a commercial carryall 
model, along with a station wagon. 


®Chrysler’s Valiant will be little changed. 
Studebaker Lark’s big forte for 1961 will be 
an extensively redesigned six-cylinder engine. It 
will be essentially the old in-line six converted 
into overhead-valve configuration. Studebaker 
will also offer a longer sedan on the 113-inch 
station-wagon wheelbase. 
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Continental and probably Thunderbird will utilize 
metal-to-metal bearing surfaces, rather than Tef- 
lon, as once expected. The joints will be sealed 
with a factory fill of a special, pressure-packed 
molybdenum disulfide lubricant. Earlier it was felt 
that these could be specified for lifetime use except 
under extreme conditions. Now this optimistic view 
has been modified. Service interval will be 30,000 
miles. Repacking can be done at any service sta- 
tion, provided a separate line is available for moly 
grease, which won’t mix with ordinary lubricant. 

Cadillac will have a completely lubefree car, 
with bearings packed at the factory for life. These 
will be metal-to-metal bearings, with a rubber boot 
seat. Grease specifications are not yet finalized, but 
Kendall and Texaco will be the initial suppliers. 

Of the standard-sized GM makes, only Buick 
has worked to eliminate grease fittings. This model 
will use them only at four ball joints in the front 
suspension. 

@ Unitized-body use will be the same as last 
year, except for the four new compacts reported 
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on above. Lincoln-Continental and Thunderbird 
have all-new bodies, but they are still unitized. 
Chrysler’s bodies are structurally unchanged, as 
are American Motors’, Corvair’s and the two Ford 
compacts’. 


@ Other developments to note: The new Lin- 
coln-Continental will offer an unconditional, 30,- 
000-mile guarantee. Mercury will add a six-cylin- 
der engine option. All GM big cars will have new 
body shells with newly conservative, even crisp, 
styling—but retaining separate box-frame chassis 
Carillac will drop air suspension, the last U. S 
make to do so. Chevrolet will contigue fuel injec- 
tion in its sports-model Corvette. - 

Chrysler cars will be extensively face-lifted. 
Main mechanical change affecting service is a 
switch to alternators. This unit will replace the 
standard generator. It received extensive field trial 
as standard equipment in the 1960 Valiant. Two 
miniature diodes rectify alternating current to di- 
rect. Main advantage is light weight, small volume, 
and ability to charge the battery at idle speeds. & 





More Antitrust Action Ahead: Here's 


Federal antitrust policy is much tougher now, and will stay that way. 
States, too, are getting into the act. Here's what's behind it 


NO MATTER who wins the White House this fall, 
look for more of the same antitrust fervor now 
being displayed by the Justice Dept. 

The present antitrust program has turned out to 
be an effective political weapon for the Republican 
administration, blasting the Democrats’ once-stand- 
ard campaign cry, “soft on big business.” It’s 


worked so well, in fact, that neither party can now 
afford to relax in this area. 

The tough guy in DJ’s antitrust chair is young 
Robert A. Bicks (below). He flopped in the Tulsa 
Case against the whole oil industry (NPN—March, 
p79) but has stopped several planned oil mergers 
cold. If the GOP is out in January, Bicks will be 








Bicks: Giving Antitrust Policy a Tough New Look 


THE BLOCK-SQUARE 
Justice Dept. building 
on Pennsylvania Avenue 
houses two of the most 
powerful U.S. law-enf- 
orcement bodies: the 
FBI and a young lawyer 
named Robert A. Bicks. 

Bicks, only 33, holds 
the high post of assis- 
tant attorney for anti- 
trust. In that job he pur- 
sues what he deems a 
violation of antitrust stat- 
utes with all the zeal of 
an FBI agent tracking a 
public enemy. Even some 
oil marketers whose best- 
laid plans have been shat- 
tered by Bicks admit he 
does his job equally well. 

It was largely Bicks 
and a predecessor, Stan- 
ley Barnes, who silenced 
the Democratic charge 
of “soft on big business” 
(see above). And the oil 
industry has frequently 
felt the sting of this 
lack of softness. In recent years—particularly during 
Bicks’ spectacular rise to the Justice Dept.’s top 
policy-making level—oil marketers have often found 
antitrust blocks tossed in the path of once-normal 
business practice. 


Robert A. Bicks 


Oil companies have been hit hardest by Bicks’ 
stand on industry mergers and acquisitions. He 
and his antitrust staff have so perfected their prosecu- 
tion of the Clayton Act and other statutes that a 
brief letter signed by Bicks has caused more than 
one major oil company to call off a proposed merger. 

For example: 

Texaco was stopped from buying Superior Oil. 
Bicks did not have to go to court—he simply in- 


formed Texaco that he would fight the acquisition. 
Texaco backed down. 

Standard of Ohio acquired Leonard Refineries, 
Inc., big Michigan independent. The Justice Dept. 
filed suit. Within a few days, Sohio gave up on 
the merger. 

Other mergers have been considered and aban- 

doned (without public knowledge) because of Bicks’ 
rigid stand. Bicks is close-mounthed on his role 
in such cases. 
Going by the Book—His power to halt planned 
mergers has brought heated protest from some busi- 
nessmen, but Bicks simply points to the antitrust 
laws, says he is in office to enforce them, and feels 
companies should prefer advance warning of prose- 
cution to a trail summons following a merger. 

Bicks lays out no rule of thumb on mergers and 
acquisitions.. He insists he is not simply against 
“bigness,” that he studies each case individually to 
ascertain its effect on competition. He argues with 
businessmen that vigorous enforcement of the anti- 
trust laws is help, not a hindrance, in preserving 
the system of free enterprise and competition. Other- 
wise, he says, the system might fall of its own weight 
if companies were allowed to become greedy. 

Businessmen continue to argue with this theory, 

but it is ingrained in men like Bicks. His successor, 
whenever he’s appointed, probably will have a similar 
approach. 
In a Hurry—Few men in Washington can match the 
pace of Bick’s career, whether he remains in office 
or not. Son of a New York federal judge, he served 
in the Navy during World War II, was graduated 
from Yale law school, and admitted to the bar in 
1952. In the past eight years he has served as a law 
clerk to a New York appeals court judge; acted as 
secretary of former Atty. Gen. Herbert Brownell’s 
committee studying the antitrust laws; been a trial 
attorney in the antitrust division, then first assistant 
to the antitrust chief, and acting chief in 1959. 
This summer Bicks received an interim appointment 
as assistant attorney general for antitrust (NPN— 
Aug. p94). 
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What You Should Know 


out too; he’s a Republican and would offer his 
resignation, which a Democratic president would 
accept. But his successor is sure to be equally 
tough. 

Meanwhile, on the state level, antitrusters are 
getting tough too. The object is to plug antitrust 
gaps not covered by federal law. 

Up to now, state antitrust enforcement has been 
negligible. One attorney active in the field says 
only four states have made real efforts at enforce- 
ment—Texas, Wisconsin, Missouri, and (fairly re- 
cently) New York. Last year a fifth state, Cali- 
fornia, appropriated its first funds for antitrust 
enforcement. The same budget ($90,000) will be 
continued for the 1960-1961 fiscal year. Chances 
are good that other states may follow California’s 
lead. 

To set up California’s antitrust program, state 
attorney general Stanley Mosk appointed crack 
antitrust lawyer William C. Dixon, 56, for a one- 
year period. This summer the period was extended 
for six months. Dixon feels this will give him time 
to complete his work. He says he definitely desires 
to get back to private practice. 

Dixon’s job is two-fold: to institute an enforce- 
ment program, and to train and develop lawyers 
who can successfully prosecute and investigate anti- 
trust violations. His task force has made recom- 
mendations to strengthen the state’s antitrust laws. 
Providing the attorney general approves, they'll be 
presented to the legislature in January. 

To find out more about the California program, 
NPN interviewed Dixon, and asked .. . 


Q. Mr. Dixon, what are your recommendations going to 
propose? 

A. They will generally 
tend to conform the Cali- 
fornia antitrust laws to the 
federal laws. A_ federal 
antitrust decision wouldn't 
bind the California 
courts, but it would be 
persuasive. 

The changes will broad- 
en the scope of the state 
laws. 

One of the points where 
the California law differs 
from the federal law is 
that the federal law con- 
tains no specific provision 
on monopolization com- 
parable to Section Two of 
the Sherman Act. It is de- 
sirable to make it clear to 
the businessman that such 
monopolization would 

possibly violate the state as well as federal law. The 
California antitrust laws are also a bit moderate in 
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the penalty provisions. The penalties under state law 
should be increased so that they would be comparable 
to federal laws and thus more of a deterrent to would- 
be violators. The maximum fine under present law 
in California is $5,000. We are recommending that 
this be increased. The federal law imposes a maximum 
$50,000 fine for a single violation, and several counts 
may be charged for federal violations. 


The other changes recommended relate primarily to 
clarification so that the state law will be clear to 
the businessman. They would make it unnecessary to go 
to court to clarify a point of law where the scope of 
application isn't clear. 


Q. Is there anything the state can do in antitrust that 
the federal government can’t? 


A. There are certain areas of enforcement in which 
the federal government does not and cannot 
operate, but in which restraints of trade and commerce 
occur. One such area is the purely intrastate violation 
which has no necessary impact on interstate commerce. 

With enforcement of the state laws, federal and 
state staffs can, by cooperative arrangements, increase 
the effectiveness of enforcement at both levels. If we 
receive a complaint or come across an apparent federal 
violation, it would be referred to the federal govern- 
ment for action. On the other hand, the federal govern- 
ment refers matters to the state where a purely state 
violation appears to be involved. Previously to the 
state enforcement program, the federal government 
had to tell’such complainants that there was no state 
enforcement program to handle such complaints. 

This program of cooperation between the federal 
and state enforcement agencies is already in operation. 
It’s a fair statement that operating together, the public 
will be assured of enforcement coverage of the state 
and federal antitrust laws. 


Q. And this hasn’t been true in the past? 


A. The whole problem of enforcement at the state 
level is new. Most state attorney generals have had no 
appropriations for antitrust work. There definitely 
should be more enforcement of the state antitrust laws 
at the state level. 


Q. What does it take to make such a program work? 


A. Two items are important for an effective enforce- 
ment program. The first is money. The strength and 
vigor of the enforcement program generally depends 
upon the money available for enforcement purposes. 

However, you may obtain an adequate appropriation 
and still not acquire effective enforcement unless you 
have trained antitrust lawyers to carry out the program. 
The state can’t expect to hire a lawyer and immediately 
put him on an antitrust case and get good enforcement 
results. The antitrust game is a special branch of the 
law which requires specific knowledge. It takes time 
to become a good antitrust lawyer, and experience to 
become a good antitrust trial lawyer. When the state 
brings an antitrust case to court, it must assume 
that it will be vigorously contested by the best anti- 
trust lawyers available to the defense. For successful 

(Continued on next page) 
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(Begins on page 95) 


prosecutions, the state must have the same quality of 
men prosecuting cases as are employed to defend them. 


Q. Where do you get such lawyers? 


A. The task of how best to secure a staff of trained 
antitrust lawyers is not an easy one, primarily because 
the provisions of the state law require all members of 
the legal staff of the state to be selected pursuant to 
the civil service laws of the state. I’m not objecting to 
this, but merely wish to point out that it does make it 
difficult . . . We can’t just hire trained antitrust lawyers. 
They must be selected from the civil service lists and 
there are no civil service lists from which trained 
antitrust lawyers can be secured. 

Thus it is necessary for the state to train and develop 
a Staff .. . of experts. We now have a staff of five, two 
in the San Francisco office and three in Los Angeles. 


Q. Will the state program affect the oil industry? 


A. The oil industry is one of the basic industries 
in California. Presumably if any antitrust violations 
occurred in the oil industry in California they could 
not be ignored in an effective antitrust enforcement 
program at the state level. 

Most of the federal antitrust oil cases have occurred 
at the marketing level. It is at that level that restraints 
on competition are most likely to occur . . . We have 
received numerous complaints at this level. In fact, we 
were literally flooded with complaints when a so-called 
gasoline price war was in progress earlier this year. 
Most of the complaints were from dealers and involved 
alleged below-cost selling practices or alleged granting 
of discriminatory tank-wagon discounts. 

Some of the complaints at the marketing level ap- 
pear to stem from the pricing system adopted by the 
suppliers. The posted tank-wagon price frequently does 
not indicate the market price. It is a base from which 
the actual dealer price is computed. In fact, in some 
instances the tank-wagon price is pure fiction. 

The Mobil marketing plan appears to be a realistic 


approach to the supplier pricing problem at the 
dealer level. 





Dixon: Seasoned Trustbuster 


AT 56, William C. Dixon is an 
old hand at what he calls “the 
antitrust game.” A University of 
Michigan graduate (A.B. ’26, LL. B. 
*28) and onetime justice of Ohio’s 
supreme court, he was special as- 
sistant to the U.S. attorney general 
in the Justice Dept.’s antitrust di- 
vision from 1944 to 1954. Part of 
that time he was in charge of the 
division’s West Coast offices. He 
was also a member of the special 
War and State department Zai- 
batsu Mission to liquidate Japanese 
family trusts. In 1954 he went_into 
private practice, specializing in anti- 
trust litigation. 

As head of California’s new 
antitrust program, he has filed four 
cases so far, none involving the 
‘oil industry. 


Wm. C. Dixon 











Modern Marketing 


Automation cuts delivery costs, 
may bring unattended bulk plants 


OIL MARKETERS attending the first Pacific Oil 
Conference management institute at the University 
of Washington were urged to use automation to 
save time and money. 

Dale Finley, regional traffic manager for Mobil 
Oil at Los Angeles, said his company saves $30,- 
000 a year in Seattle by having computed the best 
truck routes for supplying service stations. The 
next step may be automatic dispatching, which he 
estimates would save another $25,000. Mobil is 
working on a one-man system for dispatching 
trucks in seven Pacific Coast cities from a central 
location, Finley said. 

The day is near, he predicted, when bulk plants 
will be completely unattended, with both loading 
and unloading handled automatically. Early this 
year automatic loading was started at Mobil’s New 
England bulk plants, and results have been good, 
Finley reported. 

The degree-day calculator was given as another 
good example of automation. Finley said several 
thousand dollars a year are saved on a 2,600-ac- 
count operation by using a $416 calculator. 

Questioned about automatic service stations, 
Finley said Mobil “would like to try them” but is 
uncertain about public reaction. 

Bertram E. Devere, president of Pathfinder Pe- 
troleum Co., Los Angeles, urged the adoption of 
profit-sharing programs, which he described as “in- 
telligent selfishness.” 

The Pathfinder profit-sharing program benefits 
the manager and the three senior employes at each 
station, Devere said. One-fifth of the gross profit 
from all merchandise except gasoline is divided on 
the basis of 40% for the manager and 20% for 
each of the others. Employes of the wholesale 
operation share in up to 15% of the profits. 

Profit-sharing reduces dealer turnover and enlists 
employe loyalty as no other program can, Devere 
declared. He said it eliminates any clash of interest 
between employer and employe. 

John J. O’Connell, Washington state attorney 
general, was highly critical of the oil industry in 
his welcoming address. 

“Too many kings in the industry give the im- 
pression they are playing the game without regard 
to their pawns,” he said. 

He charged the industry with a “considerable 
amount of misleading advertising—almost false ad- 
vertising.” The public is “not fully informed as to 
the differences between the various brands,” O’- 
Connell said. He advised the industry to police it- 
self or face the certainty of government regulation. 

The institute was the combined effort of Wash- 
ington Oil Marketers Assn., Oregon Oil Jobbers 
Assn., and California Petroleum Marketers Coun- 
cil, in cooperation with the University of Washing- 
ton. Some 50 oil marketers attended. 
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‘COMPACT CAR’ of John Ainlay, exec- 
utive secretary of the central region 
Committee on Public Affairs, called 
a lot of attention to gasoline taxes. 
Driven in an Evanston, Ill. parade, 
the motor-powered car was seen by 
some: 75,000 people, photographed by t 


3,500. y DRIVEN w Se 


Const faves now and 


44 & thi car / 


gasoline. 


Sennen. we eS tte Do Dee RD wGquari_rs 
in Tulsa is open for public inspection this 
month. It’s 293 ft. tall, has 17 stories. 





‘RUMPLE STRIPS’ at a right-angle turn near 
Richmond, Calif. (left), are being tested 
by California Research Corp., subsidiary 
of Standard of California. Rock ch‘ps, 
sprayed down with polyester resin (above), 
vibrate car wheels and frame, warning 
motorists. If they work out, the strips 
would save costly road rebuilding. 
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faded Quota Gripes 


Eastern heavy-oil marketers and 
consumers don't like new quotas 


HEAVY-OIL marketers and consumers in the 
East are far from happy over the fourth-quarter 
residual-oil import quota of 415,000 b/d announced 
last month by imports administrator Lawrence J. 
O’Connor Jr. 

Marketers believe the quota is way below the 
500,000 b/d minimum many think is necessary to 
assure adequate supply for their accounts. 

Consumers fear a price hike if supply really 
gets tight. Since July they’ve been paying 15¢ bbl. 
more for resid than before. 

O’Connor reminds marketers and consumers that 
he has the authority to grant supplemental quotas 
if the supply and price picture calls for it. 

This assurance has some quieting effect on con- 
sumers, but it doesn’t cut much ice with marketers. 
Supplemental quotas, they point out, are no iron- 
clad guarantee that they will have enough resid to 
fulfill contractual obligations with their accounts. 
They point out that in spite of assurances of sup- 
plemental quotas they have had to “take costly 
steps” during the first half to supply the needs of 
their accounts. These have included payment of 
premium prices for resid and shipping it from 
the West Coast. 

The National Coal Policy Conference should 
have no complaints about the fourth-quarter quota 
which is just 3.75% more than the 400,000 b/d 
quota NCPC suggested. 

The quota is 5% less than the 434,441 b/d im- 
ported during the same period last year. This means 
about 1.75-million bbl. less will be imported this 
quarter. The quota is 26% less than the 560,000 
b/d suggested by Petroleum Industry Research 
Council, which had the support of New England 
Council, a regional chamber of commerce. 


Gulf Buys Harmosa 


GULF OIL is now operating Harmosa Oil Co. of 
New York, largest Gulf jobbership on the Eastern 
seaboard. Gulf acquired the firm Aug. 12. Gross 
sale price for the 30-million-gal-a-year business is 
estimated at between $1.5-million and $2-million. 

Harmosa was a Gulf jobber about 25 years, 
having been started by Harry Brick. Seymour 
Brick, who died the day of the acquisition, had suc- 
ceeded his father as president. His brother Ray- 
mond, secretary-treasurer, and _ brother-in-law, 
Julius Chodorow, vice president, continue as Gulf 
employes. 

Harmosa supplied about 200 retail outlets (in- 
cluding many Manhattan garages) in Brooklyn, 
Manhattan, and the Bronx, with some representa- 
tion in Queens. In acquiring the business, Gulf 
exercised an option it had held for some time. 


a In case you missed it... 


& Latest Census Bureau figures show 30,424 bulk 
plants and terminals in the U.S. in 1958, against 
29,289 recorded in the 1954 census. Total bulk 
sales were $20.13-billion, up 25.5% from 1954. 


® An |8¢-per-hour wage increase has been set as 
a bargaining goal by the Oil Chemical and Atomic 
Workers Union, representing 90,000 workers. The 
policy now must be approved by 75% of bargain- 
ing units in secret ballot. If the goal is achieved, 
it would raise the average wage in production and 
refining ($2.97 an hour, OCAW claims) to $3.15 
an hour, $126 a week, and $6,552 a year. 


& Shell Oil reports development of a low-tempera- 
ture fuel cell using hydrogen and oxygen as fuel, 
and is studying possibilities of other fuels. Shell 
says its interest “stems from the fact that the oil 
industry is a supplier of fuels and no one has yet 
decided just what kind of fuel will best suit the fuel 
cell of the future.” 


® Aztec Pipe Line Co. is completing a 36-mile 
jet-fuel pipeline from Continental Oil Co.’s Artesia, 
N.M., refinery to Walker AFB, Roswell, N.M. 
Aztec is a Continental subsidiary. 


> Midland Oil Co., Lion Oil distributor in the 
St. Louis area, is building a $500,000, 9,280-sq.-ft. 
station that it claims will be one of the Midwest's 
largest. The station will boast “contemporary” de- 
sign, 16 pumps, five bays, and a car-wash capacity 
of over 2,000 cars. 


® Sales at U.S. service stations rose to $1.605- 
million in July, from $1.533-million in June and 
$1.516-million in July °59, Census Bureau reports. 


& Strike of some 400 drivers and other Standard 
of Ohio employes belonging to Independent Petro- 
leum Workers, Inc., ended with signing of two-year 
contract with one-year wage reopener. Settlement 
included 9¢ hourly wage boost. 


® Tennessee Oil Refining Co.’s is moving its Bay 
brand into Tennessee, building an 85,000-bbI. ter- 
minal on the Plantation Pipeline in Knoxville. Two 
Bay stations are under construction in the area. 


®& BP Canada Ltd., which invaded Canada three 
years ago, is moving into northern Quebec through 
a distributor. BP Canada now has 700 retail outlets 
in Canada, all in Quebec and Ontario. 


®& Carlson Oil Co., Des Moines, has become an 
American Petrofina distributor. The jobbership 
operates 16 service stations in the area. 


® Sonneborn Chemical & Refining has been sold 
to Witco Chemical, New York, and will operate 
as a Witco subsidiary. No staff changes have been 
made. 
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‘“*‘PUT THAT HOOD DOWN EASY! | HAVE A CAKE IN THE OVEN!” 


THE ORNONTER SIME... 5. 


In your business, it’s important that you pay attention to even . ASHLAND OIL & 
the smallest requests of your customers. When you are supplied REFINING COMPANY 
by Ashland Oil & Refining Company, your every request, small 

or large, is given this same special, personal attention. As the . Home Office: Ashland, Kentucky 
nation’s largest independent supplier of petroleum products, 
Ashland Oil understands your problems and respects your 
independence. Here are just a few of the benefits you get from 
a working agreement with us: —CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
CLARKSVILLE, IND., 214 Center Street—CLEVELAND, O., 


ALTON, ILL., 528 Henry Street-—BUFFALO, N. Y., 800 


Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 


@ You get to do your job without interference. 
Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 


@ You get effective merchandising plans and selling tools. CeikGaimeane. tae; wate Ueneuanttamese, 


@ You get products of the highest quality... developed and + 0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
test-proved by Ashland’s outstanding technical and engi- M 1202S. Third Street-—NASHVILLE, TENN.,5 MainStreet 


neering staff. —PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 


For complete information on how Ashland’s sales program 
for independent marketers can benefit you . . . write, wire 
or phone us today! 





The Independent Supplier for Independents 
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SELLING SLANTS 


It’s ACtion Time for More 


Illuminated - 


Dealers can get the AC Fire-Ring 
Clock—only by purchasing the 
SPM-72 Promotion Package 


This handsome, high quality AC Clock is 
offered when dealers qualify for the SPM-72 
Promotion Package by ordering 48 AC Spark 
Plugs of their choice. Once qualified — they 


8 4 can order the Promotion Package for only 
’ NOW y | $9.95. The package contains the AC Fire- 
Ring Clock, special window trim to surround 


é ] ; ) é ee) the clock, as shown here, and an 8-Pac of 
f # 


fast-moving type-44 Spark Plugs. When 


dealers sell the 8-Pac they recover $8.56. 
So the extra cost for the clock is only $1.39 
— just a fraction of its regular retail value. 
Order this top salesmaker today! Start build- 
ing bigger spark plug profits with AC — the 
spark plug that’s used on more new cars 
than any other brand! 


eeeeeeeeeeee ee etoeoeeeee@ eeeeeeeee Gs eeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeseeeeeeeeeeeeeeeueseeee 


*Personalized 
Clock Plaque ONLY $1.7 5 


: ] Here’s an opportunity for dealers to focus 

a“ attention on their name as well as the time 

— 24 hours a day — with this easy to attach 

name plaque. Extra plaques are available 

ata at $1.65 — with original order. Plaque order 
“ 


form is packaged with the SPM-2 promotion 
package. 


ORDER TODAY FROM 
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AC Spark Plug Sales with this 


- Personalized’ Fire-Ring Clock 


Draw attention to the time—time for AC Fire-Ring Spark Plug Sales 


Clock watcher or not — everybody wants to know the 

time of day. That’s why a clock, prominently displayed, 

is a top attention-getter. And when that clock is ee pen rs 
surrounded by a circle of fire, as in this top quality AC si that heats faster and 
clock, dealers will draw even more attention to the n osctn = 
sale of AC Fire-Ring Spark Plugs. It’s a big 16 inches ‘ial eee iia 
across — with a face that’s fully illuminated for round- , seal” that provides a 
the-clock viewing. A specially designed light, built positive gastight seal. 
into the clock, throws illumination to the rear provid- the excuse “hovelt” 
s : : ‘ teas electrode that’s more 
ing a safety light at night. Dealers can display it in ; massive. 

their front window — in a lube bay — anywhere. It’s 

easy to hang. And it costs so little. Act now to stock, 

sell and promote AC Fire-Ring Clocks to your dealers! 


COLORFUL WINDOW TRIM 
DIRECTS MAXIMUM ATTENTION 
he - TO THE FIRE-RING CLOCK 
‘ AND AC SPARK PLUGS. 


rd : Customers will see more than just 

R “ time when their eyes catch this dis- 

7. play. They'll see AC Fire-Ring bene- 

"Oy fits of new power and economy and 

; the recommendation for a change. 

Dealers can put this entire AC dis- 


play to work 24 hours a day— 
every day. 


YOUR @& SUPPLIER! 
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-HERE’S THE 


QNEETEST SOUNDING: 


THIS HANDSOME TABLE RADIO 
IS OFFERED WITH THE 
OFM-73 PROMOTION PACKAGE 


At work or at home —this custom radio by assures uniform quality—providing many years 
ADMIRAL, fits the bill for listening pleasure al- of dependable, trouble-free performance. Ideal 
most anywhere. Its smartly styled turquoise cabi- for personal use—to give as a gift—or as a prize 
net is 5%4” high, 8” wide and 5%” deep. One in a dealer's sales incentive contest. This radio 
knob turns the radio on or off and adjusts can be obtained with a qualifying order for 24 
volume level—and a full-size dial tunes stations AC Triple-Trapper Oil Filters of a dealer’s choice 
quickly and easily. An etched circuit chassis —and $17.85 for the OFM-73 Promotion Package. 























OFM-73 PROMOTION CONTAINS: 


THE CUSTOM ATERACTIVE 
TABLE WINDOW 


When the six fast-moving AC Oil Filters are sold, the dealer recovers $17.85 
— the entire cost of the promotion package. 


PLACE YOUR ORDER NOW FOR OFM-73 
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OIL FILTER 
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AC Triple-Trapper Oil Filters 
—are three ways better: 


(1) They are made with stronger 
filtering material, (2) provide 
more usable filtering area, and 
(3) have greater trapping capac- 
ity. They are used on more new 
cars than any other brand. 


This Colorful Window Trim Can ~~ Sell More Oil Changes and Filters 


This eye-catching window trim comes with one AC 
Bop-Ball for display purposes. Dealers can put this 
window trim in a prominent spot to take full advan- 
tage of its tremendous sales building potential. AC 
Bop-Balls make an ideal bonus gift to customers for 


oil and filter changes, plus other service specials. 


DEALERS CAN 

“PUNCH UP” PROFITS 
WITH AC BOP-BALLS 
They can order all the AC 
Bop-Balls they want in lots of 
10 for $4.00. They'll want 
plenty for the extra sales AC 


Bop-Balls help build. _ = 


PROMOTION PACKAGES! 
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More work out of trucks 
.- at Lower Cost? 


EATON 2-SPEED AXLES 
WILL DO IT! 


Ohn-the-job performance records prove that trucks 

equipped with Eaton 2-Speed Axles make quicker trips, 

travel more miles at lower cost per mile. By providing 

double the conventional number of gear ratios—the right 

gear ratio for every road and load—they reduce stress BE ATON 
and wear on engine and power transmitting parts; per- 

mit engines to run efficiently under all operating condi- 2-SPEED 


= AXLES 
Eaton’s exclusive features, including forced-flow lubrica- 


tion, planetary gearing, and Inductalloy Axle Shafts, add 
thousands of miles to axle life, and eliminate costly 
maintenance expense worries. 


Ask your dealer to explain how Eaton 2-Speed Axles re- 


duce hauling costs, add to profits, and make trucks worth 
More than 2 Million Eaton 


Axles in Trucks Today 


AXLE DIVISION 
EATON MANUFACTURING COMPANY 
CLEVELAND 10, OHIO 
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more on the trade-in. 














New Du Pont Survey Coming 


DU PONT is expected to release soon the 
results of a new survey on the habits of the 
American motorist. Preliminary tabulations of 
the 4,500 drivers interviewed show that 24.5% 
now use oil-company credit cards, compared 
with 18% in a 1956 Du Pont study. The num- 
ber of drivers using regular-grade gasoline 
jumped from 50% in 1956 to 58.2% in 1960. 
The survey covers buying habits, car perform- 
ance, and how leisure affects auto use. Details 
will appear in NPN. 











Ad Agency Switches 


Long-time contracts fly as oil 
marketers shop for new ideas 


THE CURRENT rash of agency shifts among 
majors is an indication that even sharper competi- 
tive selling is just around the corner. Oil marketers, 
taking full advantage of their growing stature in the 
industry, are insisting on brighter and newer ad- 
vertising and merchandising approaches from their 
agencies. 

“We're not buying ‘tradition’ any more,” says 
one industry ad man. “This is a tough business. 
You’ve got to have the tops in ideas. That’s the 
only way to sell more product than your com- 
petitors.” 

Eight majors have shifted some $30-million in 
commissionable accounts since the beginning of the 
year—and more may come. 

Causing the biggest splash was J. Walter Thomp- 
son’s loss of the $11-million Shell Oil account. 
After 30 years with the huge agency, Shell switched 
to Ogilvy, Benson & Mather (of Schweppes and 
Hathaway Shirts fame). With the new account came 
a pink slip from Esso, for whom Ogilvy had handled 
a $1-million institutional account. Ogilvy also won 
the $1-million Shell of Canada account. 

Cities Service terminated a 13-year contract with 
Ellington and Co., naming Lennen and Newell to 
the $4-million account. 

Other changes: 

e@ American Oil’s $5-million account—from 
Joseph Katz Co. to D’Arcy. 

@ Union Oil’s $3-million account—from Erwin, 
Wasey, Ruthrauff & Ryan to Young and Rubicam. 

e@ Mobil Oil’s $1-million account—from Strom- 
berger, Lavene & McKenzie to Compton. 

e@ Continental’s $4-million account—withdrawn 
from Benton and Bowles but not yet assigned to 
another agency. (Esso institutional is also still in 
the market.) 

Industry ad managers predict a sharpening of 
agency and marketing-department performance. 
More new ideas are expected, with added emphasis 
on the unique and novel. 
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Net-Profit Reports 


Majors’ earnings statements 
have an uneven look at midyear 


NET EARNINGS for 21 major oil companies over 
the first six months of 1960 show that half chalked 
up gains while the other 50% suffered losses. One 
company (Jersey Standard) estimates its first half 
earnings on par with the same period of 1959. 

Richfield Oil Corp. improved most. The com- 
pany’s first half net of $13,987,894 is 30.8% 
higher than its first half of 1959 net of $10,694,790. 

Four companies (Standard of California, Texaco, 
Tidewater, and Union) report second-quarter earn- 
ings this year — increased over the comparable 
period of 1959. 

The gains for the first half of this year, however, 
were nothing like the dramatic increases reported 
a year ago (NPN—Sept. ’59, p117). Then the aver- 
age increase of 18 majors was 33.9%, and several 
companies reported the best half-year profits in 
their histories. 

Nearly all the companies cite oversupply and 
depressed price conditions as reasons for the busi- 
ness lag. A few companies (on both the plus and 
minus sides of profits) report record sales. 

There is some optimism for the rest of the year, 
bolstered by the increase in gasoline and fuel oil 
prices during June and July. 


Company Net Profits % Change 


Richfield $ 13,987,894 


Union 

Standard (Ohio) 
Gulf 

Standard (Calif.) 
Socony Mobil 
Texaco 

Pure 

Standard (Ky.) 
Shell 

Standard (N.J.) 
Sinclair 
Standard (Ind.) 
Sunray Mid-Continent 
Sun 

Ohio Oil 
Phillips 

Atlantic 
Continental 
Tidewater 

Cities Service 


Correction 


13,369,763 
10,956,032 
156,095,967 
128,589,000 
83,400,000 
177,342,169 
13,756,000 
6,858,000 
69,312,041 
315,000,000 
21,661,951 
64,887,000 
18,742,708 
20,032,000 
17,732,709 
51,747,822 
16,917,000 
28,493,000 
18,277,000 
18,672,000 


In the June NPN, an article on West Coast 


marketing (page 85) lists Century Oil among Signal 
Oil and Gas Co. holdings. This is an error. Signal 
Oil and Gas states it has not acquired ownership 
or control of Century Oil. 





ARLINGTON .. 


5 -way 
| ntation 
Eaack. 








effective 
training 


Write as you talk, command atten- 
tion with paper pad or chalkboard 
speeches. Can be used for flip chart 
or card chart presentations. 


2 


Easel folds in a 
jiffy. Lightweight, 
easily carried 

in case. 


Hinged clamp 
makes pad 
changing easy. 
Four leg 
construction gives 
extra rigidity. 


Arlington's easel is 72” high and features 
a chalkboard 29” x 40”— weighs 15 Ibs. 
405—5-way easel 

410—4 paper pads 

412—Pad clip (holds charts flat) 
414—Easel carrying case ...... 
430—Flannelboard accessory ... 


SERVICE 
STATION DISPLAYS 


Arlington also manufactures 
outdoor and indoor poster 
frames and merchandising dis- 
plays of light, bright aluminum 
—made to last, made to sell. 


ARLINGTON 
ALUMINUM COMPANY 
19013 W. Davison Detroit 23, Michigan 


Lubrication 


Keeping Tabs on Motor Oil 


Shell's new dipstick 
flags make it simple 


SMALL PAPER TAGS twisted onto 
dipsticks are helping Shell dealers sell 
motor oil changes. 

The new sales boosters are called 
Sentinel Flags. Made of heat-proof 
paper and wire-reinforced, they are 
printed with the months of the year, 
using a different color for each month. 

Here’s how they work. When a 
dealer changes the oil in a customer’s 
car he attaches a flag for that month 
to the dipstick. The next month, when 
he sees the tag, he suggests that he 
check the door-jamb sticker. 

The flags, Shell says, are made to 
order for calling the customer's at- 
tention to the industry’s recommended 
motor-oil drain intervals (every 30 
days in winter, every 60 days in sum- 
mer, but never more than 2,000 
miles). 

The tags were tested in Springfield, 
Ill., traditionally a low-motor-oil-ratio 











Paper flag attaches easily to dipstick 


city. During the test period, motor oil 
ratio rose from 0.82 to 0.98, says 
Shell. Or to put it another way, deal- 
ers sold 1,133 gal. more of motor oil. 

The tests have been so successful 
that the program probably will be 
extended throughout Shell’s marketing 
territory. 





Lubrication Memos . 





® El Paso Natural Gas Products 
Co. has begun making and market- 
ing automotive and industrial lubri- 
cants. 

Top grade in the automotive line 
is Red Flame Motor Oil, which the 
company says is a multigrade year- 
round oil. Other products are El 
Paso Extra Heavy Duty, El Paso 
Heavy Duty, El Paso Motor Oil, 
and Escort Motor Oil. 

The company markets in West 
Texas, New Mexico, Arizona, and 
southern Colorado and Utah. 


& Shell Oil Co. is marketing “the 
first ash-free multigrade motor oil 
for automobile engines.” The com- 
pany says it contains a non-metallic 
additive formulation that “virtually 
eliminates” combustion chamber 
deposits, or ash. 

The non-ash additive formula- 
tion is being used only in Shell 
X-100 Motor Oil Premium. It was 
first introduced on the Pacific Coast 
and in the company’s upper New 
York State and Michigan market- 
ing areas. 

Shell says the new oil gives bet- 
ter lubrication, cleaner engines and 
sparkplugs, greater fuel economy, 





a significant reduction in engine 
wear, and lessens surface ignition 
problems, such as ping or rumble. 

The new additive is based on a 
polymeric dispersant, first devel- 
oped by Shell for use in lubricating 
oils for piston-driven aircraft. 


& A glossary of terms relating to 
the lubricating grease industry has 
been published by National Lubri- 
cating Grease Institute. A five-year 
project, the terms were voted upon 
by the entire institute membership. 
Copies are available from NLGI, 
4638 J. C. Nichols Parkway, Kan- 
sas City 12, Mo., at 25¢ each. 


& Socony Mobil plans to build a 
new laboratory that will nearly 
double Mobil’s engine-testing ca- 
pacity. To be built at the company’s 
research laboratories in Paulsboro, 
N. J., the new lab is part of an 
accelerated program to develop 
fuels and lubricants for engines of 
the future. It will accommodate up 
to 20 test engines, ranging from 
giant marine and railway diesels to 
gas turbines, truck and passenger 
car engines. Completion is sched- 
uled for the latter half of 1961. 
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now... 
save 

90% 
more 

of your 
time 

in 
checking 

bulk 


tank 
levels! 























Simplex makes it 
easier ...faster! 


SIMPLEX TYPE GAUGES WITH 
EXCLUSIVE NEW VAPOR SEAL 


e Eliminate danger, inaccuracy, wasted time 
e Eliminate run-ways, crawling over tanks 
@ Eliminate opening man hole or vents 
Losses due to shortages, leaks and evaporation 
... all are licked when your tanks have the new 
Simplex Gauges! Direct float action is correct 
to within 1/32 of an inch. Takes only 1/10 of 
former time required to gauge the tank! Get 
the best for your tanks . . . get Morrison 
Simplex Gauges. Learn more about this great 
new timesaver! Mail the convenient coupon 
... get complete information and pricing. 

Do it today! 


MAIL THIS COUPON FOR COMPLETE INFORMATION 


LONE 


MORRISON BROS. CO. 
OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 
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Gets 'em out of their cars 
... for greater accessory sales ...the 


24" ROYAL ELECTRI 
SHOEMASTER 


penises, $Q95 


with ANY 12 Purolator filters of their choice! 


Here's the complete 
TRAFFIC BUILDER package 





1. ROYAL ELECTRIC SHOEMASTER, 
with black polish, brown polish and two buffers. 























2. Window display builds traffic in dealer's office. 3. Wall Poster—to be mounted 4. “Free Shoeshine” pocket 


directly over machine. Lists protector —dealer wears it 
simple SHOEMASTER in- on the island to get cus- 


structions. tomers out of their cars. 


DEALERS PAY ONLY $8.95 WITH ANY 12 PUROLATOR FILTERS! 
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BUILDER cccsces ssxc0 ron 


Another first from Purolator 











@ A “free shoeshine’’ gets customers out @ Dealers can order as many Royal @ What a buy! Not $24.50. But only 
of their cars. Gives your dealers addi- Electric Shoemasters as they wish $8.95 ... with any 12 Purolator 
tional opportunities to sell oil and filter —for home... as an employee filters dealers feel they can sell 
changes . . . lets your dealers ask about incentive . . . for unusual, exciting fastest. Order these fast-moving 
all their customers’ automotive needs. Christmas gifts. Traffic Builders while supply lasts. 


Offer expires October 31 


The Standard Equipment Line 


PUROLATOR 


OIL, AIR & FUEL FILTERS 


*‘Purolator’’ Reg. U.S. Pat. Off 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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How Atlantic is Centralizing 
All Bulk-Product Billing 


With IBM data-processor, Atlantic now bills all bulk products from 
Philadelphia, saving 42,000 man hours yearly at home office alone 


TLANTIC Refining Co. takes the final step this 

month in centralizing all bulk-product billing 

for its 17-state market at its home office in Phila- 
delphia. 

This means that four of Atlantic’s five regional 
marketing offices will be relieved of the job of 
billing all heavy oils, furnace oil, kerosine, diesel 
fuel, and two-grades of gasoline sold to all accounts 
including service stations. (The fifth region hasn’t 
been billing since August, 1957.) Atlantic’s do- 
mestic sales average about 178,000 bbl. of bulk 
products a day. 

The tool that makes such a major reorganization 
feasible is International Business Machine’s Ramac 
305 data-processing system. (Ramac stands for 
Random Access Method of Accounting and Con- 
trol.) With Ramac, the marketer will be able to 
turn out invoices for its entire market area at one 
place at the rate of 400 an hour, 3,200 a day, 
or 25,000 a month. 


Why Atlantic Is Centralizing 
High-speed billing is only one of the big pluses 
in Atlantic’s centralized billing program. Others 
are: 
Greater accuracy. 
Centralized authority for all decisions. 
Lower-cost billing. 
Fewer personnel problems. 
Easier auditing. 
Savings in office space. 
More-complete information on sales. 
Here’s how these pluses work out in practice. 
Accuracy—lIn the entire operation, from pricing 
and price extensions to names and addresses, there’s 
less chance for error. All such information is 
“stored” on Ramac’s memory disks. “The chance 
for error,” says Earl Van Leer, Atlantic’s manager 
for data processing, market accounting, “is much 
reduced once the data we want is stored in Ramac. 
We have reduced the number of places where we 


are open to error, and that should make life more 
pleasant.” 

With correct data fed into Ramac, Atlantic can 
be sure that all factors that make up the product’s 
final unit price are included. “If one regional office 
should somehow forget to include transportation 
charge on its sales, that loss can amount to thou- 
sands of dollars a year,” he adds. With operations 
centralized, such an oversight can’t happen. 

Ramac can spot errors and let Atlantic know 
about it. “On cash sales,” says John McManus, 
Atlantic’s senior systems analyst, “the machine 
verifies the price extension made by the driver, using 
the price data stored in the machine. If the varia- 
tion is within a predetermined tolerance, the driv- 
er’s extension is accepted. If the variation is be- 
yond the tolerance, the correct extension is pre- 
pared.” The reason for the tolerance: “Up to a 
certain point,” McManus adds, “it costs us more 
than we receive to make the correction.” 

Central Authority—‘“We found that in billing 
at the regional offices,” says Randal W. Reed, At- 
lantic’s controller, “we had people making decisions 
who were not qualified to make them.” Reed meant 
that at times some employe would grant a volume 
account a lower-unit price for product even if his 
volume purchases didn’t come up to the required 
volume that earned the lower unit price. Treating 
all accounts in the same category on an equal 
basis will improve customer relations, Reed says. 
“It provides for uniformity throughout,” Reed adds, 
“and is one more link in an integrated system.” 

e@ Lower Cost—Van Leer says centralized bill- 
ing will save about 42,000 man hours a year at 
the home office and many times that when the re- 
gional offices are included. Net expense saving on 
labor, over the rental of Ramac, will be about 
$20,000 a year at the home office, he adds, and 
again many times that figure when regional offices 
are included. 

This does not mean that regular personnel will 
be dropped from the payroll because of automated 
invoicing. Atlantic’s goal is to find jobs in other 
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How Atlantic Uses Ramac fo Invoice Bulk Sales 


Batches of sales tickets from all bulk plants and Card is punched for each sale—including buyer's 
terminals are checked against sales summary sheet disc address—and then moves left to be verified 


3 Cards go through console, after machine sorting to 4 Ramac’s memory disc is activated as each card goes 
get each account's daily purchases on single invoice through console, adding needed sales information 


Information from disc is combined with data on As invoices are printed, this machine supplies a 
punched card to produce printed sales invoices series of output cards for use in monthly reports 
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Fuel Oil 


KEY MEN IN oo 
ATLANTIC’S NEW © 
DATA-PROCESSING | 
SETUP: 


John McManus 


Earl Van Leer 


(Begins on page 110) 


departments for these people and this was included 
in preplanning. 

Fewer Personnel Problems—lIn billing from re- 
gional offices, a number of partime and temporary 
employes were hired to handle peak work loads. 
With Ramac, not so many skills are needed. 


“We wanted to get away from comptometer op- 
erators and typists and other personnel problems,” 
says Van Leer. “We had trouble getting such 
people for work on Saturdays and night work,” 
he adds. Many times Atlantic had to hire as many 
as 50 typists for 12 jobs. Adds Reed, “It’s hard 
as hell to get many machine operators to work 
on the bum shifts.”” With Ramac, there won’t be 
any multishift operation necessary, although there 
may be a little overtime work a few days of each 
month. 


Easier Auditing—Auditing is made easier and 
quicker because all information is located in one 
place. Atlantic says too, tax examiners can do their 
work quicker without upsetting office routine. Like- 
wise they can get all the data they need from one 
office instead of having to coordinate reports from 
regional offices. 


Space Savings—There isn’t much room in At- 
lantic’s home-office building for any extra activity, 
including centralized accounting. ““We’d be hanging 
them from the rafters if we did centralized ac- 
counting by other methods,” says Reed. Ramac 
needs a minimum of people. In regional offices, 
space used for billing operations is now available 
for other uses. 

e@ More Information—While one Ramac unit 
is receiving information, another is punching IBM 
cards (output cards) that are used to provide daily 
station-sales summary, daily summary balancing, 
and any number of end-of-month reports. “From 
one card,” says McManus, “we can get 59 separate 


monthly reports. Atlantic can get such information 
as accounts-receivable statements, sales-tax reports, 
and a detailed sales breakdown for use in monthly 
sales-analysis reports. This breakdown can include 
such data as class of trade, location by code, dis- 
trict of sale, supply point, quantity of product sola 
by type, and salesman’s number. 

Atlantic plans to get these reports out by the 
second working day of the new month. With Ra- 
mac it should be able to meet that deadline withou. 
strain. 


Switchover: Three-Year Timetable 


Atlantic didn’t swing to central billing and Ra- 
mac overnight. “We were moving to centralized 
billing, and Ramac was added to it,” says Reed. 
To make the change from regional billing and from 
one type of punch-card accounting to Ramac, At- 
lantic moved on the following schedule: 

e August, 1957: Atlantic installs IBM’s Carda- 
type accounting equipment (two units) in home 
office to handle heavy-fuel invoicing of two re- 
gions: Philadelphia-New Jersey (located in home 
office), and Eastern Pennsylvania in Reading. 
Other regional offices—New England (Providence), 
New York (Syracuse), Southern (Charlotte), and 
Western Pennsylvania (Pittsburgh)—continue to in- 
voice with conventional machines. 

e@ August, 1958: Invoicing of No. 1 oil and 
No. 2 oil for the same two regions is added to 
the Cardatype program. Later these two offices are 
combined into a new central regional office. 

e During 1959: Atlantic considers extending 
centralized billing to other regions. To do the job 
with Cardatype equipment would require 10 to 12 
machines. Atlantic decides on Ramac because it 
will be cheaper and faster than additional Carda- 
type equipment. “Two Cardatype machines,” says 
McManus, “can handle 225 invoices each a day. 
With Ramac, we get 400 an hour.” 

The move to Ramac requires (1) special training 
for personnel, (2) getting records in order so cor- 
rect data can be fed into Ramac, (3) laying out 
programming schedule, and (4) installation and test- 
ing of equipment. 

e March, 1960: Ramac is put to work invoic- 
ing sales for the central region, gasoline is added 
to products being invoiced. 

e@ July, 1960: All bulk sales of western Penn- 
sylvania region are centrally invoiced. 

e@ August, 1960: New England and part of 
Southern region are added to centralized billing. 

e This month: New York regional sales and 
the balance of the southern region are added to 
centralized billing. 

With a vast reserve of electronic memory capacity 
still untapped, Ramac could lead to other data 
processing. “We’re willing to go forward from Ra- 
mac,” says Reed. “We don’t know exactly how 
we'll do it, but it could mean using magnetic-tape 
equipment to eliminate some machinery.” bad 
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GORMAN-RUPP PUMPS 
DO THE TRANSFER TRICK FOR MARATHON 


At Ohio Oil Company’s bulk storage 
plant for Marathon products in Ash- 
land, Ohio, these Gorman-Rupp “‘O” 
Series Pumps deliver the goods on 
three vital assignments: 


1) Transfer Marathon petroleum 
products from transport trucks to 
above-ground storage tanks. 2) Pump 
from storage into the transports that 
deliver the company’s products to 
Marathon service stations or rural 
users. $) Load the tank wagons that 
serve consumers of Marafuel home- 
heating oils in the area. 





Wherever you put Gorman-Rupp 
Petroleum Handling Pumps on the 
line, you can count on championship 
performance. Good reasons why! 
They’reself-priming. Nocheck valve. 
Straight-in suction. Increased prim- 
ing lift. Simpler design, and only 
one moving part. 

These exclusive features are proved 


by more than seven years in world- 
wide service. On your job, you'll find 
they add up to increased pumping 
efficiency, greater safety, ability to 
stay on the line, and far less down- 
time and maintenance over the years. 
How about seeing your Gorman- 
Rupp Distributor, or write us direct 
for any data or engineering service. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street 


* Mansfield, Ohio 


GORMAN-RUPP OF CANADA, LTD., ST. THOMAS, ONTARIO 
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Anyone who can't make money on 
this shock absorber deal... ought to 


Your dealers can sell more new Superide”™ shock absorbers! 


You both make more on every sale! 


New Superides cost less than most other well-known 
shock absorber brands . . . yet you and your dealers 
still’ make full gross profit on them. And check these 
profit-building Superide sales features: 


e A “ONE-PRICE” LINE—One price for all Superides, 
front or rear, for all American cars. Dealers quote 
prices quickly, and promote one price for all their 
shock business. 


e BROAD COVERAGE WITH SMALL INVENTORY —Just 
8 pairs cover approximately 53% of the cars on the 
road .. . 16 pairs cover 78%! 


.. . and Superide gives you a simplified three-digit 
numbering system, neat, attractive, well-marked pack- 
ages, a Sales-building 90-day Money Back Free Trial 
offer, plus all the merchandising helps you and your 
dealers need to cash in big! 


These merchandising helps mean cash 
with new Superide shock absorbers! 


STOCKING CART—Contains entire dealer NEW SUPERIDE SERVICE TOOL—Makes it IDENTIFICATION DECAL AND COLORFUL 
shock supply, saves shelf space, while open easy to remove and replace bayonet type DISPLAY MATERIAL—Builds shock sales 
side offers maximum visibility. Handy writ- shocks, even with close clearances. indoors and out! 


ing surface on top, shock replacement tools, 
old and new demonstrator shocks inside. 
All-metal, rolls wherever needed on rubber 
tires . . . a real “traveling salesman”! 





™ 


~  SODAY MONEY BACK TRIAL 
WE INSTALL ,%™ 


SUPER IDE 


SHOCK ABSORBERS « 2m 

















PRODUCT OF 
GENERAL MOTORS... 
DISTRIBUTED THROUGH 


OW UES 


UNITED MOTORS SYSTEM 


A minimum investment 
handles most of the potential market. Get the 


whole story on Superide from your United 
Motors Service representative fast! 
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Predominate new-home market 
Predominate conversion market 
Market evenly divided 

Number of new homes in thousands 
Number of conversions in thousands 


AGA estimates Maine's gas growth at less tho 
500 per year in each category, Vermont's 

at less than 500 a year for existing ‘dwellings 
ond none for new home-moarket 


You can size up gas-heat expansion plans in your state for the next three heating seasons with this breakdown 


Gas Heat: Three-Year Outlook 


By the end of the 1962-1963 heating season, gas heat intends to 
pick up 3,900,000 customers — about 66% of the new-home market 


AS UTILITIES expect to add 3,900,000 gas- 

heat customers in the next three years, says 
American Gas Assn. That’s about 1,300,000 new 
users a year, somewhat higher than the 1,150,000 
the utilities added last year. Previous AGA fore- 
casts have been reliable. 

AGA’s forecast is based on single-dwelling units, 
not heating units, and covers central and noncen- 
tral heating systems. The forecast excludes apart- 
ments and other multiple-family units as well as 
all units heated by LP-gas. 

AGA breaks down its three-year forecast this 
way: 

@ 1,327,000 dwelling units in the 1960-1961 
heating season, of which 62.3% will be new 
homes, the rest conversions from other fuels, for 
a 6.5% growth. 


@ 1,287,000 dwelling units in 1961-1962 of 
which 66.9% will be new homes, for a 6% growth. 


@ 1,295,000 dwelling units in 1962-1963, of 
which 68.1% will be in new homes, for a 5.7% 
growth. 


e@ For the forecast period, 66.7% of its 3.9- 


million new accounts will be new homes. 

Gas’s No. 1 market for new accounts will be 
the East North Central States (Ind., Ill., Wisc., 
Mich., and Ohio) if impending removal of gas re- 
strictions goes through. AGA says 27% of its 
growth (1,100,000 homes) will be here, with 
50.9% coming from new homes and 49.1% com- 
ing from conversions. 

The Pacific Coast ranks second. Its 641,000 
gas-heated units will account for 16.4% of total 
growth. AGA says 90% of its growth will come 
from new homes, 10% from conversions. 

More than 13% of its forecast growth will come 
from Mid-Atlantic states (N. Y., N. J., and Pa.). 
Of its 521,000 new accounts, 51.4% will be new 
homes. 

Here’s how other areas are expected to do: 


Share of Total New 
Area Growth Dwellings Homes 


West South Central 10.2% 397,000 

South Atlantic 8.8 342,000 

West North Central 8.6 335,000 

Rocky Mountains 7.6 298,000 

East South Central 4.3 168,000 . 
New England 3.8 147,000 30.0 
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for THIS SAL 
Billions! 


Millions of gallons of gasoline are pumped 

every month . . . billions of gallons every year 
. every year more gasoline is pumped than 

previously. 

Keeping pace with improved gasolines and 
improved service station facilities is the world- 
famous Veeder-Root Computer the re- 
nowned ‘‘ Head for Figures.” 

Gasoline standards will continue to improve 
... pump performance will continue to improve 
... and Veeder-Root Computers will keep pace 
with these improvements as Veeder-Root engi- 
neers continue their work of giving you even 
better performance. 

You can always count on “The Head for 
Figures.” 


) Veeder-Root 


HARTFORD 2, CONNECTICUT 


~ “The Neme that Count’ 


New York « Chicago * Los Angeles * San Francisco 
Seattle + St. Louis « Greenville, S. C. 
Altoona, Pa. « Montreal 
Offices and Agents in other principol cities 





How to 
solve 
pumping problems! 


TO Prevent Foaming 
USE VIKING positive, smooth-flow pumps 


TO Cut High Speed Noise 
USE VIKING low speed, quiet pumps 

TO Eliminate Spasmodic Discharge 
USE VIKING non-pulsating, even-flow pumps 

TO Stop Slow, Uncertain Priming 
USE VIKING positive, fast and sure priming pumps 


DON’T Compromise On Size 


USE the VIKING pumps to fit your need 
Our line is complete. 


QUIT Taking Chances 
USE VIKING’s underwriter type pumps when needed 


For complete information, send for Catalog DR and GR 


VIKING TRUCK MOUNTING PUMPS 


VIKING 


PUMP COMPANY 
Cedar Falls, lowa, U.S.A. 
In Canada, it’s ‘‘ROTO-KING’’ Pumps 
Offices and Distributors in Principal Cities. 
See Your Classified Telephone Directory 


IMPORTANT 
DAYS 
FOR 24; 


- PETROLEUM 


MARKETERS 


OCTOBER 25, 26, 27 
Knoxville & Gatlinburg, Tenn. 
The annual Plasti-Line Sign 
Clinic has become the meeting 
of the year to every man con- 
cerned with trade-mark identi- 
fication at the point-of-sale. This 
is the 10th consecutive year for 
these exciting events. 


Attending, by personal invita- 
tion, will be many of America’s 
leading market executives who 
will use this ad as a gentle re- 


minder. 
siGns 


o 
Success 
pleasti-lime inc. 


Knoxville Tennessee 


OUTDOOR ILLUMINATED 
PLASTIC SIGNS 





NEED 
ANOTHER 
COPY? 





NPN 


aromas 


(enue mae tet wadatne 
« Ol MARKETING 


«inna bhbnionntie tha vin tosssen corocoa 
‘ 


WRITE 


NPN Reader Service Dept. 
330 W. 42nd St. 
New York 36, N. Y. 











Price: Two dollars 
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MORE SALES ||| LESS SPACE 


You double your gasoline island sales capacity 
when you use Gilbarco Twosomes...two pumps 
in the space of one... just 24 inches wide! 
Delivers one or two grades. Both hoses serve 
both sides. Giant billboard brand panels and 
super-brilliant lighting with a single 40-watt 


circular fluorescent tube...exclusive with 
Gilbarco ... are two more reasons why more 
and more marketers are turning to Twosomes. 
For information about other reasons, write: 
GILBERT & BARKER MANUFACTURING COMPANY, 
West Springfield, Mass., & Toronto, Canada. 


The world’s finest petroleum marketing and 
handling equipment comes first from 





Atlantic Marks 25 Years of Baseball Sponsorship 


With the first cry to “play ball” 
this season. The Atlantic Refining 
Company began its 25th year as a 





sponsor of major league baseball. 


1936 | ' 
yy. From 1936 to the present, Atlantic 
U Dealers and Distributors have bene- 
+r fited from the longest continuous 


baseball sponsorship in broadcast history. 


During this past quarter of a century, Atlantic has 


provided many new and improved petroleum products 
—quality products that have been realized through the 
creative efforts of Atlantic Research. 

Continuing sponsorship of major league baseball is 
just one of the ways Atlantic supports its Dealers and 
Distributors. For complete information about all the ad- 
vantages of the Atlantic franchise. call or write the near- 
est Regional Office: Philadelphia, Pa. + Pittsburgh, Pa. 
- Providence, R. I. + Syracuse, N. Y. * Charlotte, N. C. 


THE ATLANTIC REFINING COMPANY 


Producer, refiner and marketer of quality petroleum products 
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These Units Seem Alike But the Big Difference Is Here 
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NATURAL-DRAFT BOILER 
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How Much Do You Know About 


Pressurized Flues? 


Trend in new equipment 
is toward pressurizing. 
Here's what it means to you 


F you sell, install and service oil 

burners, you’ve been hearing talk 
about new burners with pressurized 
flues. 

You'll be hearing more in the fu- 
ture. Says Len Marshman, Mobil Oil 
Co.’s wholesale planning manager: 
“There seems to be no question but 
that within five years, there will be 
almost no natural-draft equipment 
being made.” 

He adds, “The gas (Type B) vent 
will force this, since the pressurized 
flue is about the only way of equalling 
or bettering the price of the B vent. 

“Fuel savings from pressure flues 
of at least 20% will give a cost ad- 
vantage to oil over gas in more 
places. Gas can’t use such a flue 
because of its draft diverter and be- 
cause it must vent any raw-gas leak- 
age up the flue when the equipment 
isn’t operating. It needs natural draft 
for the gas pilot.” 


What Is Pressurizing? 
To pressurize a flue, you replace 
natural draft with a fan and an elec- 


tric motor. You forget about the 
barometric-pressure draft regulator 
you now put in the smokepipe. In- 
stead, burner makers install a motor 
and fan there or at some other point, 
usually before the burner. 

If motor and fan are before the 
burner, you have a forced-draft sys- 
tem such as is used by Jet-Heet and 
Bethlehem Foundry & Machine Co.’s 
Dynatherm units. If fan and motor 
are after the combustion area you 
have an induced-draft system of the 
type used in Iron Fireman’s Custom 
Mark II warm-air and hot-water units. 

“Basically,” says an oil-company 
technician, “you still have an open 
flue, but natural draft is replaced by 
motor and fan. The pressure from 
the fan raises the flue gas to a pres- 
sure higher than atmospheric pres- 
sure. You are better able to control 
draft because of the built-in feature. 
And you are not dependent on va- 
garies of weather for good draft.” 


How You'll Be Affected 
With air moving at a higher velocity 
than in a natural-draft system, good 
air-oil mixing and good combustion 
are the result, the technician adds. 
Motors in equipment with pressure 
flues are of larger capacity (“4 hp.) 
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than the 46-hp. units turning squirrel- 
cage fans in conventional equipment. 
Blades are larger, too. 

With new equipment and pressure 
flues, oil jobbers selling equipment 
will be able to tell this kind of an 
oil-heat story to their prospects: 

e With a constant, steady draft, 
you get a steady flame and no com- 
bustion air variations. Unlike conven- 
tional equipment, draft does not de- 
pend on natural forces. On a windy 
day, draft will not vary. There is no 
unsteady-flame condition that means 
inefficient operation, smoke, odors of 
oil in the house, and higher fuel con- 
sumption. On warm, muggy days, 
you won’t have trouble getting a good 
draft, as you would with conventional 
burners. There will be no poor com- 
bustion. And rainy-day natural-draft 
problems are bypassed with pressur- 
ized flues. 

e Burners can be set and kept at 
maximum efficiency. “With natural- 
draft equipment,” the technician adds, 
“you set it for maximum efficiency 
and then back off a little to take care 
of draft fluctuations.” 

e Pressurized-flue equipment offers 
less chance for bothersome pulsation. 
That’s because the draft is steady and 
not subject to change. 

e Combustion is cleaner. There's 
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Fuel Oil 


(Begins on page 121) 
Jess chance for flue-gas odors to seep 
into the house. 

e You don’t really need a chim- 
mney. Stack temperatures of pressur- 
ized equipment are lower than con- 
ventional equipment. In most cases, a 
vent pipe to the outside will do. Re- 
ferring to “technological advances” 
(pressurized flues), Oil-Heat Institute 
of America is asking its distribution- 
division chapters to stop activities in 
behalf of all-purpose chimney codes 
or to outlaw Type B vents. It sees 
the day coming when oil heat can use 
vents similar to gas vents. Marshman 
maintains that oil-heat vent pipes will 
eventually be installed through a gas 
vent to convert unhappy gas users 
back to oil heat. 

e You have a freer hand in de- 
signing a home. A pressurized burner 
can be placed anywhere in the home, 


not necessarily in the basement. 

e Down-time stack losses are less, 
cutting fuel consumption. “There’s 
practically no air through the boiler 
or furnace when the fan shuts off,” 
says the technician. “The stopped fan 
acts as a seal so no heat from the 
system can escape up the chimney 
or out the vent.” 

There are some so-called disadvan- 
tages to pressurized fiues. “You 
can call them minor,” says the tech- 
nician, “because you really have to 
dig for them. Pressurized flues will 
show up chimney leaks if you use an 
existing chimney. But leaks can be 
sealed.” 

The larger motor adds to the burner 
cost in a small way. “The bigger 
motor could add $5 to the cost of the 
burner,” the technician maintains. But 
that $5 is saved many times through 
higher efficiency. 








| Memos for Fuel-Oil Men... 


>Metropolitan Utilities District, 
Omaha, Neb., estimates 5,000 new 
homes will be added to its gas-heat 
load in each of the two coming 
heating seasons. It has asked North- 
ern Natural Gas Co. for 4-million 
cu. ft. more of natural gas per day 
to be able to handle part of this 
higher load. 


Employes at Goodling Electric 
Co., heating-oil operation in York, 
Pa., wear lapel pins made of two 
bright pennies. “It’s our way of tell- 
ing customers,” says Charles Eyster, 
president, “that oil-fired hot-water 
heaters can furnish all the hot water 
you need for about 2¢ a day per 
person. The reaction we’ve got from 
customers on these lapel gimmicks 
has been terrific.” 








PStandard Oil (Indiana) makes a 
bid for heating-oil business among 
its credit-card holders about once a 
year, usually in the summer. On 
the first mailing, 15% of the cou- 
pons received led to new oil ac- 
counts. 


POil-Heat Institute of Oregon is 
lining up builder support for oil 
heat in new homes by making Com- 
fort Crest awards to builders who 
use modern oil-heat equipment, 
properly installed, in their homes. 
So far 17 builders have been 
named Comfort Crest award win- 
ners. OHI backs up the winners 
with local newspaper ads, open- 
house site signs, and in-home dis- 
plays that stress the comfort and 
economy of oil heat. 


Sunrise Oil Co., Englewood, N. J., has expanded its garden-supply line 
(it used to be peat moss, lime, and fertilizer) to include items seen above. 
“We never displayed the stuff before,” says Bill Sortor, company president, 
“but now that we do, business is moving along.” 





Charles H. Burkhardt, national 
secretary of Oil-Heat Institute’s dis- 
tribution division, thinks heating- 
oil jobbers should give centralized 
burner service serious considera- 
tion. He says it eliminates overlap- 
ping services, cuts overhead, and 
makes operations more efficient at 
lower costs. One 300-home devel- 
opment, he says, had calls from 21- 
burner-service men from as many 
companies in one day. It was work 
that 3% men could have done in 
less time, with fewer vehicles using 
a lot less gasoline, and with fewer 
tools and instruments. 


»Heating-oil jobbers can run in- 
to trouble if they leave printed 
meter tickets in an account’s 
mailbox, says Oil-Heat Institute 
of New England. The Post Office 
takes this view; A carrier finding 
mailable matter in a mailbox can 
take it to the post office for treat- 
ment. That means it will be re- 
turned to you for mailing or 
handled with a postage-due stamp. 


>Fuel-oil demand on the East 
Coast should gain 2% annually, 
says W. A. McAfee, general man- 
ager of wholesale sales for Stand- 
ard Oil (Calif.), Western Operations 
Inc. Most of it will go to industry 
and ships’ bunkers. East Coast 
growth of fuel-oil demand, he says, 
“will continue to be dampened by 
stiff competition from coal and 
natural gas.” 
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MORE LIGHT where you want it.. 
at “2 the usual operating cost 


NEW White DCR 


DEDICATED TO QUALITY & SERVICE 


AS MUCH LIGHT FROM 2 LAMP FIXTURES AS 
4 LAMPS IN OTHER FIXTURES! 


NEW AMAZINGLY EFFICIENT ALZAC MIRROR FINISH PARABOLIC 
REFLECTOR! 


e CONTINUOUS BRILLIANT LIGHT DISTRIBUTION UP TO 55 FEET! 


e EASILY ADJUSTED MOUNTING BRACKET FOCUSES LIGHT EXACTLY 
WHERE NEEDED! , 


PRACTICALLY NO WASTED LIGHT SPILLAGE TO SIDES OR BACK! 
LONG-LIFE AIR COOLED BALLAST! 

DURABLE RUSTPROOF ALUMINUM CONSTRUCTION! 

PROTECTED WITH CHIP-PROOF BAKED-ON EXTERIOR ENAMEL! 
WEATHERPROOF HINGED ALUMINUM DOORS WITH LUCITE LENS! 
SIMPLE TO INSTALL—EASY TO MAINTAIN! 

LOW FIRST COST—LOWER OPERATING COST! 

ORDERS FILLED SAME DAY RECEIVED! 








See the GIANT IMAGES of DCR’s two tubes magnified to width of its reflector 
(23 inches). Every beam is focused forward exactly where you want it. 
That’s what gives DCR such terrific PUNCH and ECONOMY! 


CHICAGO, ILL., WABASH 2-4048 ¢ CINCINNATI, O., BRAMBLE 1-2760 © MOUNTAIN LAKES, N. J., 

DEERFIELD 4-2566 ¢ KANSAS CITY, MO., JACKSON 3-1544 @ TULSA, OKLA., LUTHER 5-5955 ¢ 

SAN JOSE, CALIF., ESSEX 7-0308 ¢ DENVER, COLO., TABER 5-7205 ¢ FT. LAUDERDALE, FLA., 
BRANCH OFFICES: JACKSON 3-4090 ¢ DETROIT, MICH., VERMONT 5-8696 ¢ CLEVELAND, O., MAIN 1-7151. 
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MOST 
TALKED-ABOUT 
NAME IN 


TBA 
CIRCLES 


From coast to coast, the General Tire and its full line of 
quality-built tires, batteries and accessories is a proven 
profit-maker for oil marketers large and small. With all-out 
support at all levels, the General Tire offers you and your 
dealers more to sell . .. more to earn. Look into the General 
Tire TBA program today: It’s ready-made for you and 
... ready to go! 


@ Complete line of passenger, truck and farm tires 

e Consistent and concentrated advertising help 

e@ Complete marketing and merchandising programs 

@ Warehouse facilities as near as your telephone 

@ Sales training aids designed to boost sales and profits 


write today to: uy - | 
W. A. ROBINSON | your sales 
TBA SALES MANAGER jump to 


attention 
THE GENERAL TIRE & RUBBER CO. * Akron, Ohio 
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Put a tiger in your tank 
with _ 


bring power back alive! 


Huge black-and-yellow striped cat is a natural for color and impact in outdoor advertising 


How to Squeeze a Single Theme 


65-FOOT TIGER is selling gasoline for the 

Carter Oil division of Humble Oil & Refining 
Co. Perched on the roof of a Denver office building, 
it tells motorists that Carter Vitane gasoline “puts 
a tiger in your tank!” 

The beast is featured on a huge revolving sign 
that helped kick off an unusual ad campaign that 
saw two “tigers” on duty at every Carter service 
station. 

Tigers were first added to the list of Northwest- 
ern fauna, last April, when Carter launched its 
full-scale “Put a Tiger in your Tank” promotion. 

Dealers began by placing “tiger prints” on their 
driveways. Big orange paw marks led right up to 
the pump island. Here, two pumps were turned into 
tigers with the aid of da-glo posters, cardboard 
heads and striped hoses (tails). Pennants, tiger- 
head stickers and handouts completed the point-of- 
sale picture. 

In other media, Carter hit hard with half-page, 
double-spread color ads in 125 newspapers, color 
ads in farm and general magazines. Thirteen tele- 
vision and radio stations carried the tiger’s message 
in metropolitan areas. Poster boards—410 of them 
—lined streets and roads with leaping tigers and 
the news that Vitane “brings power back alive.” 

The tiger theme is not new to Humble divisions 
—Oklahoma Oil used it last year as a secondary 
campaign, and reported marked success. Carter 
developed it into a full-scale $750,000 program. 
It was directed at revitalizing a three-year old Vitane 
campaign which, Carter felt, had “lost its initial 
vibrancy.” 

Why a tiger? Says a Carter official, “The tiger 
seems to exemplify best what we want to say about 
our product. It connotes smoothness and fast get- 
away. And it’s colorful.” 

Promotable—The bright yellow tiger with its 
“Vitane” striping is a stopper, particularly when 
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printed in-luminescent da-glo colors. And the tiger 
itself is a natural for promotional gimmicks. 
Examples: 

@ In August, kids prodded parents to stop at the 
Carter stations where tiger whips and tiger jump- 
ropes were being given away. 

e@ In October, tiger tails and tiger masks will 


(Continued on next page) 





H 


Copywriters turned humorous with magazine ads, but eye- 
catching pump-into-tiger kit was actually used at stations 
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keep ahead of 
competition 


baal 
TOMORROW 


Use these products for 
easier selling, faster service 
and better station operation. 


DaBa)? 
Pepe pepe 
Be Be bre oc] 
Fe bc 


SELOIL CABINETS . . . 5 models to 
choose from .. . the correct model 
for every type service station. A 

new 48” cabinet to match low 
silhouette pumps 


LUBE SERVICE CENTER 


Centralizes write-up | 


and follow-up of 

lube bay service work. 
This is the most 
automatic, econom- 

ical and effective fol- 
low-up system available. 


Le 
me 7 ' 
i H 

1 
Fe | 
eS 


REFRESHMENT PATIO 
Brings customers into your station . . . 
organizes vending machine sales .. . 
available in lengths of 6, 12, 18 and 
24 feet. 


FOR MORE INFORMATION WRITE: 
MODERN METAL 
PRODUCTS CoO. 


Box 1798 e Greensboro, North Carolina 
Box 691 @ San Jose, California 


Merchandising 








Tie-in premiums include giveaway whips 
and jump-ropes, self-liquidating tiger doll 
for Christmastime promotion. 


(Begins on page 125) 


be features of a Hallowe’en giveaway. 

e November will kick off a tiger 
doll self-liquidator designed to appeal 
to parents as a Christmas gift. The doll 
will be linked to a “fill-up.” 

e The tiger allows artists and copy- 
writers to inject a note of novelty or 
humor into advertisements and com- 
mercials (see above). 

e Shapely home-oftice secretaries in 
tiger costumes drew public attention 
to the early stages of the campaign. 
Now the costumes have been made 
available for local promotions. 

The campaign will run until the 
end of the year, when it will be 
weighed for continuation, replace- 
ment or revision. Carter feels it’s too 
early to gauge the full effectiveness of 
the campaign, but says it’s well re- 
ceived by dealers, judging by unusually 
large orders for promotional material. 
Under Carter’s setup, dealers pay half 
the cost. 
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— 


for overhead or 
underground 

farm service tanks, 
skid tanks with 
hand pumps or 
power pumps 














OPW 12 and 12-A 
GENERAL UTILITY 
PUMP NOZZLES 


No. 12 Hard wear-resistant 


bronze. 
No. 12-A Hi-tensile extra 


strength aluminum alloy 
with Silver-Lite finish. 
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It's the newest, most versatile of all 
utility pump nozzles—lets you fill up 
quickly, smoothly, with all of the easy- 
to-handle feeling that OPW builds into 
its Service Station Nozzles. The Nos, 12 
and 12-A have the strength, durability 
and long lasting service features found 
in all OPW Service Station Nozzles. This 
means full control, easy shockless clos- 
ing . . . no line hammer or bursting of 
fuel lines due to fast closing. 

These nozzles are equipped with alumi- 
num tubes, permanent type Teflon im- 
pregnated packing and corrosion-resist- 
ant, long wearing stainless steel stems. 
Working parts are machined to precise 
tolerances for more efficient service. 
Flow range is equal to OPW Service Sta- 
tion Nozzles. 


CORPORATION 


2735 Colerain Ave. 
Cincinnati 25, Ohio 


Kirby 1-5400 
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WEAVER LIFT 


SWIVEL ARM SINGLE POST FRAME LIFT “H” FRAME SINGLE POST FRAME LIFTS 
Requires minimum space, gives complete flexibility (36" and 45” Widths) _ 

in car handling at low cost. Engineered to handle These “H” frame lifts with adjustable lifting arms 
any American or foreign car, with long-reach, re- allow this universal model to handle most vehicles. 
inforced lifting arms that swing easily to recom- They provide excellent accessibility with speedy 
mended under-chassis pick-up points. positioning. 


FAMOUS TWIN POST LIFT 
Still unexcelled for versatility and anti-obsolescence 
qualities, the Weaver Twin Post Lift can handle 
any car in use today. There are no rails in the way 
. every under-chassis point is readily accessible. 
Write today for Bulletin NPN-457 covering all 
Weaver Lifts. 





WEAVER MANUFACTURING DIVISION «© DURA CORPORATION 
Springfield, lll., U.S.A. 


A COMPLETE LINE—AND NO ONE BUILDS IT BETTER THAN WEAVER 


SERVICE SHOP EQUIPMENT 


OPEC OSSE EHO SE PEROT EEEE TEESE OOOO SE SEES SEEEEEESESEESESSSESSESESSOESESSES ESOS EOES 


OVER 50 YEARS SERVING THE AUTOMOTIVE SERVICE INDUSTRY 
Complete Weaver line includes: Twin Post* Lifts @ Triple Post Lifts* @ Frame Type, Roll-On and Free-Wheei Single Post Lifts 
Unit Lifts @ Bumper Jacks @ Car Washers @ Wheel Alignment Equipment e Headlight Testers © Brake Testers 
Wheel Balancing Equipment @ Jacks @ Wheel Dollies © and Air Compressors (*Registered Trademarks) 


September, 1960 + NATIONAL PETROLEUM NEWS 127 





Tents make Mid-Hudson Oil’s party look like circus. One 
tent houses oil-heat display (upper left); in others are TBA 
exhibition (above), treasure chest and food bar (left) 


Why Not Give Yourself a Party? 


It's an easy way to build good will, show how successful you are— 


even get leads on new accounts. Here's how Mid-Hudson Oil did it 


BOUT 2,500 PEOPLE showed up over a three- 
day weekend this summer when Mid-Hudson 

Oil Co. threw itself a twenty-fifth birthday party. 
The Poughkeepsie, N.Y., Esso heating oil job- 
ber sent engraved invitations to each of its 5,000 





accounts. It sent typewritten letters (signed by com- 
pany president Richmond F. Meyer) to stock- 
holders, competitors, former workers, builders, 
architects, electricians, plumbers, reas-estate agents, 
town and school officials, personal friends. A spe- 
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Allowing ample parking space for guests, Mid-Hudson 
employes guide cars to spots outside bulk-plant yard 


cial series of newspaper and radio ads ran four 
days before the Thursday-Friday-Saturday parts. 
Guests went on guided tours of the office— 
where they learned about dispatching, metering, 
radio dispatching, billing, degree-day files, service 
—and bulk plant. Then they were given some soft 
sell on oil-heat equipment, oil-fired hot-water 
heaters, and TBA. (Although basically a heating-oil 
operation, Mid-Hudson handles gasoline for com- 
mercial accounts and TBA for everybody.) Then 
they tried their luck at the treasure chest (100 
prizes) with keys received in the mail or picked 
up at the gate. Finally, they were fed snacks and 
drinks (non-alcoholic). No one had to go away 


Pictorial history on bulletin board is designed to show 
guests that Mid-Hudson has come a long way in 25 years 
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Dick Meyer, Mid-Hudson president, is on hand to greet 
his visiting heating-oil accounts during three-day party 


empty-handed; guests received Calypso hats, plastic 
shoe horns (one end for him, the other for her) 
and plastic egg separators. 

Guests came by car and taxi, following the route 
mapped out in the invitations or special “open 
house” arrow signs posted on poles. 

The big idea of the affair was to let more people 
know more about a heating-oil operation, but the 
party did result in some new business. About 50 
new accounts were signed up and plenty of leads 
for burner sales were uncovered. 

For its party, Mid-Hudson budgeted about $4,- 
000. That paid for prizes, advertising, invitations, 
food, and overtime for all employes. 8 


President Meyer takes time out to snap pictures of party. 
Behind him is part of rolling-stock display 





maintains maximum 
water tolerance! 


lretolite research laboratories continually 
compare ToLaD with other additives. In test 
after test, fuels treated with Totap have had 
superior water tolerance. 


Why is water tolerance important? 
If furnace and diesel fuels contain water and 
residue, they form sludge when agitated. Some 
additives actually impair water tolerance. 


How do fuel additives affect water 
tolerance? Primarily-dispersant additives 
allow insoluble residue to form, but disperse 
it throughout the fuel. However, they also 
disperse any water present, thus promoting 
sludge formation. 

Why do Additives maintain 
maximum water tolerance? Totap 
additives are primarily inhibitors. The water 
tolerance of fuel is not impaired; the sludge 
and hazing problems are corrected. 

The use of Totap enhances marketability, 
and corrects burner-tip fouling and filter plug- 
ging. In diesel fuel systems, ToLap treatment 
prevents fouling, increases nozzle life. 

In commercial application, Totap has pro- 


vided these advantages at costs under those of 


the additives it replaced. 


For information on Toxap, or test arrange- 
ments for your fuel, write or call... 


*Registered Trademark, Petrolite Corporation 


PHETROLITE 


CORPORATION 


Offices and Representatives in 


CANADA « ENGLAND « VENEZUELA ¢ BRAZIL 
COLOMBIA « GERMANY « ITALY » JAPAN « KUWAIT 
MEXICO « NETHERLANDS + PERU + TRINIDAD 
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Do Big Contests Pay Off? 








Surveys are flying 
in the wake of 
four marketwide 





contests launched 
by majors — all 
at the same time 
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THE FOUR MAJORS who recently 
found themselves all running market- 
wide contests at the same time are 
anxiously adding up the station traffic 
reports to see how they made out. 
And they’re not the only ones doing 
surveys. Competitors, smugly happy 
that they didn’t think of a contest this 
summer, are running their own checks 
to see if contests can pay off under 
such a competitive situation. 

None of the majors—Gulf, Sinclair, 
Texaco, or Chevron—knew initially 
that any other company was running 
a contest. By the time it became evi- 
dent, promotion plans laid last year 
were too far along to call a halt. 

Preliminary surveys, both by par- 
ticipants and nonparticipants, indicate 
that the contests didn’t quite work out. 
The real question is whether contests 
ever boost station traffic. 

Some marketers feel it’s too late, 
that the cereal and soap industries 
have worn out the impact of contests. 

Others question the effectiveness of 
contests that ask the consumer to do 
something—write a television com- 
mercial, as in Texaco’s contest, or the 
reasons behind a selection of a pres- 
idential candidate, as in Gulf’s pro- 
gram. “People don’t want to write ‘25 
words or more,’ they just want to fill 
in their name and address and have it 
plucked out of a barrel,” says a 
skeptic. 

The big question, however, seems 
to be whether the contest advertising 
is worth the product advertising it re- 
places. All seem to agree that the con- 
tests are hot brand-name pluggers, but 
many feel that brand-name advertis- 
ing should be done on a regional 
rather than market-wide basis. 

The advertising is, of course, the 


NATIONAL 


biggest expense in any contest. Prizes 
can be obtained for as low as 20% 
of list, depending on the credits. 

Each of the four contests had an in- 
dividual touch: 

Chevron’s contest, ballyhooed by 
flatheaded Hy Finn, played it humor- 
ously by offering as the main prize 
“enough gas to drive you to Distrac- 
tion, Arizona.” Most of the marketers 
surveyed felt this was the most mem- 
orable contest—and it offered a strong 
product angle. 

The Texaco contest asked entrants 
to write a television commercial. “The 
idea is that they would think about 
the product.” It didn’t seem to work 
out that way, but there undoubtedly 
are a number of consumers around 
with a new respect for the copywriter’s 
art. 
Gulf’s pitch was public service: The 
consumer was encouraged to think 
about his presidential choice and ex- 
plain his backing. “We think our con- 
test did better than the others,” says 
a Gulf spokesman. 

Sinclair sprang for a massive cash 
giveaway that was a sweepstakes. In 
the states where this is forbidden, the 
company asked consumers to com- 
plete a jingle. 

A new problem turned up in the 
marketwide contests: Chevron adver- 
tising manager M. F. Barry called at- 
tention to the number of entries and 
requests for applications that came 
from outside the Chevron area. 

“It turned out that these were from 
professional contest entrants. They 
had heard about the contest through 
their associations and contests. We 
sent them all a polite form letter. 
They seem to be a pretty nice bunch 
of people.” 
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Any way you !look at it— 
Tires, Batteries and Accessories 
can Take your Business Anead 


i THE U.S. ROYAL TBA program is your 
Are your tire sales dragging kind of TBA program. It can help you add 


—or ahead like vad fA S?’? worthwhile new volume at a worthwhile 


profit. It makes sense. 


Sensible inventory and pricing, for ex- 

A re battery and a 9 ample. In the three lines of batteries, a single 

oa ; 6é price for 12 volts, a single price for 6. Long 

sales down—or up like U. S. * shelf life. Hose, battery cables and fan belts 
Take your TBA where you all individually boxed. Sensible balance, too: 
complete yet simplified line of accessories to 


want it to go— increase your business. 
Put your TBA ahead. It’s easy. You’ll find... 
ahead with U.S. ROYAL 


Great things are happening for you at U.S. Royal! 


war U.S ROYALDTIRES 
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fo the Rood Gr Fun! 


SUN OIL is the most recent company to switch to a 
“controlled background” for its station code signs. 
Illuminated from within, the new sign is plastic. 
The background for the trade name is dark blue. 
The new signs will replace old ones as they become 
THIS NEWSPAPER ad is part of a campaign that damaged or illegible. 
Ashland Oil and Refining ran throughout the summer 

in its 12-state market. It set the pace for similar ads 


on radio and television. The goal: to sell more gasoline 
by spurring pleasure driving. Ashland advertising and 
sales-promotion manager George W. Sisler claims 
that the ad series is the first to join in the API drive 


Amoco Promotes Globe Premium 


AMOCO’S newest premium-—a colorful 14-inch 
inflatable world globe—is timed to coincide with the 
opening of the new school year. Made of vinyl, it 


to stimulate gasoline demand. comes complete with a metal stand. 


Consumers are being told about the premium via 
radio, television, newspaper and intensive point of 
sale advertising. They are urged to pick up an order 


TV Tops List of Oil Media blank at the nearest Amoco station and mail it 


with $3.50 (the globe is identified as a $9.95 retail 
FIGURES released by the Television Bureau of Ad- value). 
vertising indicate that the video screen rates first in No purchase is tied in with the self-liquidating 
the oil industry’s advertising budgets. Oil marketers 


$ Vu mi premium. Mailing charges and taxes are included in 
spent 17.3% more on television advertising in 1959 the purchase price. Amoco customers may use their 
than in 1958—a total of $32.8-million. 


credit cards to pay for the globe by having the card 
Almost $23-million went for spot ads. The re- data stamped on the order blank at the dealer’s. 
mainder was network. A report for the first five Dealers are not being asked to invest or stock the 
months of 1960 shows gross billing of $6.5-million, globes. All are shipped from a central stock. The 
compared with $1.6-million for the same period in dealer, however, may order one for a promotional 
1959. display in his station. 
Top television spender was Texaco with $6.5-mil- The designer and supplier of the globes is C S. 
lion in 1959. Shell ranked second with $2.5-million. Hammond and Co. 





A SCALE MODEL service station is the highlight of 
a Fall Texaco premium promotion. Complete with 
pumps, working lifts, lube bay, banjo signs and a 
pickup truck, the toy is made of polyethylene. It will 
be sent customers who mail a coupon (available at the 
station) and $3.50. Texaco dealers are encouraged to 
place orders well in advance since stock shortages were 
a problem in last year’s successful toy tank-truck pro- 
motion. The self-liquidator will be linked to a Fall 
safety check push, in television (both newscasts and 
children’s shows) and magazine ads. Dealers will be 
awarded prizes for their participation. 
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DX Sunray is the latest oil com- 
pany to train its advertising guns on 
the woman motorist. A 17-state news- 
paper ad campaign will try to sell 
milady on DX stations. Push was ac- 
tuated by a recent survey that found 
regular drivers among eight out of ten 
women. 


> Also aimed at the ladies is Standard 
of Indiana’s “Ladies Love Us” out- 
door advertising campaign—one of 
whose billboards rated tops in the 
latest Starch report. It racked up an 
index of 81 for the four weeks ending 
June 8. 


“Eager Beavers 1960 Vacation 
Book,” a 32-page comic book, is being 
distributed free by Cities Service sta- 
tions in three areas: Arkansas Fuel 
Oil territory, Delaware territory, and 
the New Jersey Turnpike. A total of 
600,000 will be passed out to kid- 
toting cars during the summer. 


Hilton Carte Blanche credit cards 
are now honored at 150,000 service 
stations, or about one out of every 
four in the U.S. Hilton Credit Corp. 
reports that as of March, the charge 
operation was beginning to show a 
profit. 


Ohio, Indiana, Illinois, Michigan 
and Kentucky are the stage for Ohio 
Oil’s Marathon Picnic Sweepstakes. 
Each Marathon dealer holds his own 
drawing, giving away a prize a week 
for the eight weeks of the contest. 
Station prizes include movie cameras, 
radios, grills, and other summer items. 
In addition, eight cars are awarded 
throughout the contest area, with a 
TWA trip to Paris as the grand prize. 


Texaco premiums for the travel sea- 
son include a 50-state road atlas (25¢ 
each) displayed in a rack, and copies 
of the Farmer’s Almanac (8¢ without 
imprint, 10¢ imprinted). 


“Confessions of a Twice-Fooled 
Wife” is the title of a new booklet 
distributed by National LP-Gas Coun- 
cil. It's a pointed and illustrated ex- 
pose of the problems encountered in 
electric heating and cooking. Over 
120,000 with imprints have already 
been distribtued at cost. 


Gulf Oil was among the winners 
of the Association of Industrial Ad- 
vertisers “Best Seller” awards. Gulf 
received a merit award for its Gulf- 
cut Oils campaign. 


mAs a special service to The Boy 
Scouts of America, Continental Oil 
distributed over 100,000 special maps 
of Colorado to scout councils. The 
state was the site of the scout’s Golden 
Jamboree. 
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“Bum brake job? Where'd you have it done?” 


“That gas station across from the delicatessen.” 


“| guess they just can’t do decent brake work.” 


wh MY Wz 


——_—_— 
































It could be one of your dealers who just lost a good customer 
(or maybe two). Because that’s generally the result of a poor 
brake job. The cause? Inferior linings, inferior workmanship . . . 
or both. 


Here at Raybestos we make the kind of linings your dealers 
should be using—proving ground tested linings that last and 
last, linings that deliver swift, smooth, sure stops every time, 
linings you can depend on to contribute solidly to the quality 
image of your company that your own products have created. 
What’s more, at local brake service clinics and in our own fac- 
tory schools we will show your dealers how to do reline work 
on all makes and models expertly . . . and profitably. 


More and more of your dealers are moving into brake service. 
Raybestos can make this move genuinely worth while. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 
RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 
RAYBESTOS-MANHATTAN, INC., Brake Linings * Brake Blocks ¢ Brake Fluid * Clutch 
Facings © Industrial Rubber * Mechanical Packings * Asbestos Textiles * Engineered 
Plastics © Sintered Metal Products * Rubber Covered Equipment © laundry Pads and 
Covers * Abrasive and Diamond Wheels ¢ Industrial Adhesives * Bowling Balls 
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Blending-pump know-how is a key part of Sun’s intensive 
six-week training course. Here the interior is exposed 


; 


"0 Seng ‘ 


"HOW IT WORKS 


. : 
e 
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Tires and batteries are covered during the third week. 
Dealer-development manager John Stevens describes wear 


How Sun Oil's New Training Plan 
Combats Dealer Turnover 


Intensive, consolidated training can do a lot to solve the industry's 
dealer turnover problem, Sun believes. So far, the statistics agree 


Ge OULD THE ANSWER to dealer turnover be some- 
thing as simple as better training? 

It may be too early to tell, but Sun Oil Co. sus- 
pects that’s about the size of it. And on the basis 
of experience with its new, consolidated training 
program, Sun has the statistics to back up its case: 

Of 924 lessee dealers who have completed the 
course, only 6.96% gave up their dealerships over 
the last year. This compares with an industry 
figure of 27.6% *. Sun won't specify the turnover 
figure for its other lessees (the company has about 
8,500 branded outlets in all), but it’s believed to be 
in the neighborhood of 24%. 


How the Training Plan Works 


Under supervision of Ralph R. Ross, manager of 
dealer training, Sun now has 15 training centers 
offering an intensive six-week course to all new 
lessees. Each center serves five to seven sales dis- 
tricts, and each runs about six courses every year. 
The exact number varies with Sun’s need for new 
dealers. 

The training centers not only train and screen 
new lessees. They also are an effective means of 
orienting experienced dealers and training new 
salesmen. 

Recruitment—Most of the trainees come from 
screening committees in the districts. Prospective 
* According to American Petroleum Institute’s current survey. 


The figure is not strictly comparable because not all of the 
counted dealers have left the oil industry. 


lessees may answer ads, be recommended by dealers 
for whom they work, or be personal contacts of the 
district salesmen. When they apply they are inter- 
viewed by a panel consisting of the district man- 
ager, office manager and/or credit manager, and 
the salesman in whose territory he would be as- 
signed (all interviewees are examined for a specific 
assignment). 

Before the committee reaches a decision, one 
member is assigned to visit the candidate’s home. 
“It’s important,” says Ross, “that the wife under- 
stand the problems of running a service station. 
If she isn’t conditioned to his long hours and hard 
work she may be an important cause of her hus- 
band’s giving up his business.” 

Placement—If he passes the panel, the “green” 
lessee is slated for a course at the nearest training 
center. If the candidate has previous experience 
in a station, the district manager evaluates his back- 
ground and decides just how much training is 
needed. The program’s two weeks on station man- 
agement (see chart) are usually a requirement re- 
gardless of previous experience. 

While attending the six-week course, trainees are 
paid a regular salary of $1.50 an hour (for an eight- 
hour day, 5-day week). If the trainee’s home is 
100 miles or more from the center, he receives 
a per diem allowance of $8.50. Those from 25-50 
miles away regeive $2 daily. Men who live within 
25 miles of the training center receive no traveling 
allowance. 

“During the six weeks we really get to know the 
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Trainees check for engine problems as Stevens looks on 


“Don’t miss any of the points,” emphasizes Stevens as 
and grades each individual for on-the-job performance 


he checks how trainees perform with a lubrication gun 


Classroom work alternates with driveway training in the intensive six-week course. Classes average 8-12 trainees 


What Sun Trainees Learn — Day by Day 


Ist Day 


2nd Day 


3rd Day 


4th Day 


5th Day 





Indoctrination 
Custom Blending 


Driveway service 
Sunchex handling 
Safety precautions 


Lubrication 


Practical driveway 
experience 
Lubrication 


Dealer record system 





Dealer record system 


Related services 
a 


Related services 
Wheel balancing 


Related services 
Engine tune-up 


Custom Blending 
Bay services 
Brake service 


Bay services 
Mufflers, tailpipes 





Appearance, 
maintenance 


Appearance, 
maintenance 
Displays 


Tires, Batteries 
Dealer record system 


Accessories 


TBA 





Practical driveway 
experience 

Sunchex handling 

Dealer record system 


Discussion of 
selling problems 
Practical driveway 
experience 
Station inventory, 
stock control 
Dealer record system 


Merchandising 


Custom Blending 


Motor oil & lubricants 
Selling correct blend 





Station management 


Station management 


Station management 


Dealer record system 
General management 


Merchandising 

Make-up review 

Assign shifts for 
sixth week 








Review and practice 
(at training station) 





Shift work 





Neighborhood 
solicitation 





Driveway, lube-bay 
selling 





Station check-out 
practice 





Training 


job training. The majority of the courses are taught 
by the dealer training manager. But motor tune-up, 
for example, is considered complex enough to call 
for the services of an outside specialist. 

The managers are kept up-to-date on their sub- 
jects. Recently, for example, Sun took its entire staff 
of dealer development managers to a Raybestos 
school in Bridgeport, Conn., for a week-long session 
on brake service. 

The average class consists of eight to twelve men. 
Some classes include candidates for sales positions, 
since the course is a mandatory one for them. 
Sometimes an active Sun dealer will enroll for parts 
of the course. This is rare, however, since few estab- 
lished dealers feel they can leave their own stations. 

The turnover figures are the best gauge of the 
program’s success, Sun believes, but the company 
points happily to the friendship and esprit de corps 
established between dealer training managers and 
their pupils. Many graduates have made a practice 
of contacting their former teachers, either for advice 
or to thank them — sometimes via long-distance 
telephone. 


(Begins on page 134) 
man,” says Ross. “And he gets a pretty good picture 
of the service station business. If he lacks the 
aptitude for the work it turns up early. Then he 
may drop out of his own accord or may be re- 
leased. About 15% of the trainees fail to graduate. 
The men who are left are pretty well checked out.” 
Supervision—Heading each of the centers is a 
“dealer development manager” who has proven 
himself as an experienced salesman in the field. 
He is selected from field merchandisers, motor 
products salesmen or the equivalent, for his ability 
to teach as well as his own record of success. After 
an intensive and personalized training session at 
Sun’s Philadelphia headquarters (up to two months), 
he accepts the training-center responsibility for a 


How the Program Developed 


Sun is not a newcomer to lessee training. It has 
operated a formal program since 1936. The com- 


minimum two-year tour of duty. Upon successful 
completion of his assignment, he generally moves 
to a position of greater responsibility. 

“The calibre of the trainee turned out by the 
center is the best gauge of the manager’s ability,” 
says Wilson Beaver, assistant manager of dealer 
training. “We check on the graduates six, then nine, 
months after they leave the school. And then we 
have the managers come into the headquarters for 
a two-or-three-day session every year. We talk 
over problems and listen to their suggestions. And 
it gives us another chance to size them up.” The 
dealer development manager’s job has become a 
goal of many Sun salesmen, a Sun executive notes. 
It is evidence that the salesman has been spotted as 
a “comer.” 

Curriculum—tThe course is a stiff and full one 
(see chart above). It alternates between a class- 
room and a station, where the men are given on-the- 


pany then opened a training station in each district. 


Problems arose here because the station manager 


was required to split responsibility between his own 
station operation and training new dealers. 


After the war Sun launched a fleet of 17 trailers 
that toured districts while training stations were re- 
established. But the growing complexity of station 
operation made evident the need for more special- 
ized training—intensive training that would equip 
a trainee with the fundamentals necessary to cope 


with the variety of duties he would encounter in 
running a station. 


So, in early 1958, Sun opened a pilot training 


center in Philadelphia. It proved successful enough 


for the company to adopt the system throughout its 
entire market. At last count, training centers were 
located in all eight regions. Fifteen centers cover 
56 districts (under the old system, each would have 


maintained its own training station). 





NPN Reprints You Can 


e How to Buy a Heating-Oil Jobbership—Vital 
reading if you’re expansion-minded. 6 pages—S0¢. 
Reprint R25. 


e Brand-New Guide to Jobber Estate Planning— 
Indispensable for every jobber. 12 pages—$1. 
Reprint R24, 


e How to Figure Gas vs. Oil Cost—A simple and 
lucid explanation of how to figure whether natural 
gas or oil is cheaper in your area. A vital sales 
tool. 2 pages—25¢. Reprint R15 





Use In Your Business... 


e Nine Ways to Outsell Gas Hext—aAll the am- 
munition heating oil men need to strike back at 
their toughest competitor. 4 pages—25¢. Reprint 
R10 


e How to Sell Your City Council on a Permit—A 
step-by-step plan showing how to use available 
local statistics to prove stations are safe. 4 pages 
—25¢. Reprint R9 

Please order reprints by number. Prices quoted are 
for singl ies; tati for bulk orders avail- 


able on request. Write Reader Service Dept., Na- 
tional Petroleum News, 330 W. 42 St., New York 36. 
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Ga. A 
that’s more than skin deep is one very 


practical reason why LUSTERLITE Buildings are good investments. 





You see, LUSTERLITE Stations are porcelain enameled steel 
— inside and out. You save all the cost of paint maintenance — interior 
as well as exterior. And you get a durable, attractive building...which 
can be moved if traffic patterns shift. 

So get the real thing— beauty that’s more than skin deep— 
with LUSTERLITE Porcelain Enameled Service Stations. 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 


LUSTERLIT 


PORCELAIN ENAMELED SERVICE STATIONS 








3 ADJUSTABLE PAD HEIGHTS 
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PADS ROTATE FULL 360° 





ARMS ROTATE FULL 360 








NEW WAYNE H-FRAME LIFT 


. Completely Adjustable to Fit ANY Car Today and for Years to Come 


Now you need never turn business away. 
Wayne’s new Model C-5668 H-Frame Lift 
is engineered for maximum adjustability, 
fits any size car, any frame design includ- 
ing even new unitized bodies. Fully ex- 
tended, its 95 in. length and 78% in. width 
gives it the reach needed for even the 
longest cars. Yet the pads can slide clear 
to the inner ends of the fully adjustable 
arms to lift smallest imports. This combi- 
nation gives you built-in insurance against 
obsolescence when new car designs are 
introduced. 


It is safe, compact and easy to use. For 
your protection, the frame and adapters 
are of heavy forged steel. The whole unit 


is rated at 8000 Ib.—has been destruction 
tested to 25,000 Ib. When not in use, the 
lift retracts to just 36 in. wide, 56 in. long 
—4% in. high. To use it, all you do is slide 
the arms into position, raise the lift— 
start working. 


The single post ‘‘H’’ structure gives you 
complete access to the car underbody, 
more room to work more efficiently. Frame 
lifting allows car springs to relax for free 
flow of lubricants, lets you do wheel, brake 
and muffler work too. You get more work 
done, give better and faster service . 
make more money. 


For further information on either full or semi- 
hydraulic models, write for Bulletin W-124. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY © Division of SYMINGTON WAYNE CORPORATION, SALISBURY, MD. » WAYNE PUMP CANADA, LTD., TORONTO, CANADA 





that’s why | go for “Moly” Grease 


Any woman will discover immediately how “Moly” grease makes 
steering easier... silences squeaks... cushions her ride. These are 
benefits women understand. And since women represent such a large 
portion of the market — smart marketing men encourage 

their dealers to use “Moly” grease. 

You can promote the easy-to-understand advantages of “Moly” grease 
...and back them with proof. Using “Moly” grease makes new 
customers for your dealers... brings back old customers again and 
again for gas...oil... TBA. 


Professional women drivers go for “Moly” 
grease too. For example, the women who 


C LIMAX M Oo LY B D Ee N U M i Oo M PA N Y drive the Lee County, Florida, school-buses, 


; found that hard-to-steer buses turned with a 
A division of American Metal Climax feather touch after being lubricated with 
1270 Avenue of the Americas, New York 20, N. Y. “Moly” grease. 





Bulk Plants and Terminals 





How to Convert a Barge Plant 


to a Tanker Terminal 


After 30 years as a barge buyer, a New Hampshire wholesale jobber 
will soon be buying fuel by tankerload. Here's how he’s switching 


a TIME THIS month or next, John Holden 
expects to begin operating his Shell wholesale 
jobbership as a tanker terminal. The move is going 
to make the company more competitive and open 
the door to greater sales volume. 

Upgrading the barge plant on the Piscataqua 
River at Newington, N. H., near Portsmouth, is a 
$1.5-million investment for Atlantic Terminal Sales 
Corp. and its parent, C. H. Sprague, large-scale 
coal and heavy-oil wholesalers. Atlantic Terminal is 
the light-oil and gasoline subsidiary of Sprague’s. 

The tanker-terminal project was born about a 
year ago, shortly after Holden sold his interest in 
Atlantic Terminal to Sprague and after the whole- 
sale jobbership changed suppliers, going to Shell 
from Gulf. Holden remains top man at Atlantic 
Terminal. 


What’s Behind the Move 


The prime reasons Holden is converting to a 
tanker terminal are to remain competitive, to in- 
crease storage, and to expand sales volume. 

Of these Holden puts a lot of emphasis on the 
necessity of remaining competitive. “Price had a lot 
to do with it,” he says. Accounts who would nor- 
mally buy at Atlantic Terminal preferred at times 
to send transports to the Chelsea-Revere area of 
Boston for loads. “The Boston price,” Holden 
points out, “was usually 65 points under ours, and 
at times the spread went up to 1.35¢.” 

It was no hardship for Holden’s accounts to by- 
pass his place for Boston, about 50 miles apart. 
“They could make it in about one hour and 15 min- 
utes,” Holden says. The road most of the way was 
a combination of high-speed turnpike (in New 
Hampshire) and high-speed expressway (in Massa- 
chusetts). 


“As a barge plant, we couldn’t take on any new 


accounts because we didn’t have enough storage,” 
Holden explains. Capacity was 150,000 bbl., 50,- 
000 bbl. in gasoline, the rest in heating oil. Atlantic 
Terminal’s market for fuel oil is the entire state, for 
gasoline about 50 miles inland to the Concord- 
Manchester area. “During peak periods, we'd have 
to get a barge-load of product (15,000-18,000 bbl.) 
every other day,” Holden says. 

Atlantic Terminal sold an average of 35-million 
gal. a year, Holden says. Last year, with the first of 
three new 217,000-bbl. tanks in service, sales vol- 
ume went up to 40-million gal. “Most of it was 
new business,” Holden adds. 

When the tanker terminal is on stream, Holden 
will have additional storage for 434,000 bbl. of 
heating oil. “This coming year,” he says, “we'll be 
in a very favorable position to compete with Boston 
on price and service.” But he declines to forecast 
any growth in sales volume. 


How Holden Is Changing Over 


Just adding two 217,000-bbl. tanks to the one 
he built last year won’t make Holden’s barge plant 
a tanker terminal. He has these other projects to 
wind up first: 

e@ Finish a sheet-steel pile-cell dock for tankers. 
This work started in the spring, was on schedule in 


JOHN HOLDEN 


Atlantic Terminal Sales Corp. 


‘When our terminal is finished, 
we'll be in a very favorable 
position to compete with the 
Boston-area terminals on price 
and service.’ 
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New pier for tanker docks juts 400 ft. into the river 


A large pile cell will stand on each side of the pier 


June. From the shore, Holden is building a 400-ft. 
pier to reach out 40 ft. at mean low water. At the 
end of the pier, he’s building a 472x32-ft. T-head 
on which he’ll mount an electrically operated hose 
tower to handle four 8-in. unloading hoses. 

On each side of the pier, he’s building a 48-ft. di- 
ameter pile cell, and beyond these there'll be moor- 
ing dolphins. Dock facing will be about 685 ft. 
long, enough to take care of a 27,500-ton tanker 
carrying up to 200,000 bbl. of product. The dock 
is at a wide point in the river so that tankers can 
swing around. Cold weather is not expected to 
cause any ice problems because the fast-flowinz 
river doesn’t freeze. 

e Install new piping. Three lines will connect 
the dock to storage. One line, 16 in. in diameter, 
will be for heating oil. The other two, both 12-in. 
lines, will handle regular and premium gasoline. 
Holden is using 6-in. and 4-in. lines on his barge 
dock. 

e@ Increase loading speeds at racks. The goal 
will be to double the current 300-gpm rate. This 
calls for larger meters, larger pumps, and larger 
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Two more 217,000-bbl. tanks like this will be built 
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Loading speeds at this indoor rack will be doubled 


motors. On the 217,000-bbl. tank now in service, 
Holden uses a 1,000-gpm Byron Jackson pump 
and a 25-hp. Type EX Louis Allis Co. motor. 

e Install new loading arms. Holden has two 
loading areas. A three-bay rack, with two arms in 
each bay, is located inside an old chemical-plant 
building. An island-type rack is elsewhere in the 
yard. Two of the three indoor bays and both out- 
door bays handle heating oil and kerosine. All 4-in. 
loading arms at these spots will be replaced with 6- 
in. arms. Holden plans to keep 4-in. arms on his 
two gasoline-loading spots. 

e Build a tank-car loading rack. Because some 
of his heating oil and diesel fuel moves inland to 
commercial consumer accounts (one is a railroad), 
Holden plans to build a two-tank-car loading spot 
on the rail siding that passes in front of his office. 

The need for land to carry on this expanded op- 
eration doesn’t worry Holden. For years he has 
owned more than a mile of land, hundreds of feet 
wide, along the river. Even with new storage going 
up, Holden figures he'll be using about 10% of his 
total land area. 





New! 
Commando 


8,000 LBS. 
Capacity 


LIFTS 
THEM ALLI 


Here’s high speed spotting for American 

cars, Foreign cars, station wagons, pick-up 
trucks. With minimum effort you reach all 
lifting areas designated by car manufacturers. 
Maximum headroom! Full accessibility for 
rapid repairs. 


No other lift out-performs the 
new CURTIS COMMANDO! 


REMEMBER: - - YOU CAN COUNT 


PADS PADS PADS 
NORMAL INTERMEDIATE RAISED 
for most American forall unitized forlight trucks— 
and foreign cars. bodies-or optional old model cars. 

for extraclearance. 


Telescoping 
Swinging Arms 


MANUFACTURING COMPANY 


PNEUMATIC 
DIVISION 


Write Dept. 60 
1906 Kienien Avenue, 
St. Louls 33, Mo. 


NATIONAL PETROLEUM NEWS °* September, 1960 

















TANK CARS WITH A BONUS 


When these familiar yellow and 
green Du Pont tank cars are spotted 
at your blending plant, the bonus 
they represent in technical, train 
ing and marketing services can be as 
valuable to you as the tetraethyl lead 
itself is to your gasolines. 

These services are available to 
you, a DuPont TEL customer, as 
aids in your planning and operations 

from blending plant to consumer. 
They include: 


At the refinery, our technical staff can 
assist you in blending plant design 
and construction, in continuous gas- 
oline blending operations and linear 
programming, for example. They 
can also offer road octane survey 
data plus blending improvement 
know-how through Du Pont’s petro- 
leum additives research. 


Training aids for Du Pont TEL cus- 
tomers include programs for blend 
ing plant personnel, lead hazard 
clinics plus visual aid and related 
materials to supplement your own 
training programs on the safe han- 
dling of tetraethyl lead. 


Marketing data include surveys on 
why motorists buy certain brands, 
how service station operators can 


OU POND 


Better Things for Better Living 
... through Chemistry 


turn customers’ car worries into 
sales advantages, plus many other 
facts. Fuel and lubricant specialists 
are also ready to help you sell fleet 
customers. 

For more information on this 
bonus of service, contact your near 
est Du Pont representative, or write 
to: E. I. du Pont de Nemours & Co. 
(Ine.), Petroleum Chemicals Divi 
sion, Wilmington 98, Delaware. 


Tetraethyl Lead 


and other 


Petroleum Additives 
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Don’t settle for half... 


when you can enjoy all of these jobber benefits 


Advertising—Shell supplies jobbers with 
local advertising copy for all major media 
at no cost and then pays 50% of time- 
space costs on a co-operative basis. 


Merchandising —The Shell Jobber Repre- 
sentative and the Shell Retail and Mer- 
chandising Representatives keep the job- 
ber and his organization abreast of the 
latest techniques in service station opera- 
tion and management. 


Consultation — Shell offers the help of com- 
petent real estate representatives, engi- 
neers specializing in construction and 
maintenance, and financial consultants. 


Volume—Shell markets more than one- 


third of its total gasoline and over 70% of 


its fuel oils through jobber organizations. 


Product Acceptance — Shell, one of the coun- 
try’s largest national advertisers, has top 
consumer ac¢ eptant c. 


Stability —Shell, where legal, may give its 
jobbers exclusive territorial rights and the 
chance to extend contract length up to 
5 years. 


Insurance —Shell offers its distributors the 
many benefits of a low-cost group life in- 
with individual 


surance program 


coverage up to $10,000. 


These benefits are among the many that work hand in hand for Shell jobbers, 


helping them establish and maintain a successful operation. In fact, Shell job- 


bers enjoy many more benefits—reason enough for agreeing 


IT PAYS TO BE A SHELL JOBBER 


—and the nearest Shell office will be glad to show you why 


NATIONAL 


Finance—Shell will assist jobbers in fi- 
nancing expansions and modernizations. 


Flexibility —Shell has a pricing policy that 
is fair and competitive at all times. 


Research—Shell spends millions of dol- 
lars every year on research. Seven Shell 
research laboratories employ 2,000 techni- 
cal experts who constantly work to improve 
and expand the Shell product line. 


Training—Shell conducts Jobber Work- 
shop conferences and Retail ‘Training 
schools in jobber marketing areas. 
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Country-club look at this oi] plant comes from broad lawns, yews as foundation plants, and side hedge of hemlock 


How Does Your -Plant Look? 


‘ TANLEY LOUCKS thinks a business place can 
be as attractive as a home. He sees no rea- 
son for it not to be. 

He’s proving the point at his Case Oil Co., heat- 
ing-oil operation in Windsor, Conn., by having the 
office and yard beautified by a professional gard- 
ener. That means asphalt drives, yard, and curbing; 
grass, trees, plants, bushes—the works. The $8,000 
price tag is about one-fifth the cost of his new 
building and a little less than half the cost of his 
60,000-gal. storage farm and loading dock. 

Loucks says the project is worth every cent. 
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Rack can only be seen by’ looking down drive into yard. 
Surrounding trees soften starkness of structure 


Viewed from road, Canadian hemlock and moraine 
locust frees provide effective screen for loading rack 


Too many oil men, he says, live on one side of 
the tracks and work on the other, and their busi- 
ness sites look it. There’s no wrong-side-of-the- 
tracks look about Case Oil. It’s on the main road 
just north of the town’s center, and it blends into 
the woodsy look of the area. 


“Any business,” Loucks says, “should be run 
as a proud operation. As oil men, we try to run 
a clean operation, with clean trucks and neat 
drivers. We say our product is clean, but our ac- 
counts never see it. If they see us in clean sur- 
roundings, they'll think the oil we sell is clean. 
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Fiags.one wak, beds of pachysandra, crabapple and birch trees beyond lawn make Stan Loucks, who believes landscaping is 


an attractive, garden-like entrance to Case Oil’s office 


The way Loucks has gone about his landscaping 
project makes passers-by take notice. There’s ad- 
vertising value in that, he points out. “If we had 
a typical beat-up place down by the tracks,” he 
says, “people wouldn’t call us up to ask that we 
supply them.” In the first two weeks in his new 
office, Loucks says, more than 200 accounts were 
added in just that way. “They are still doing it,” 
he adds. 

Loucks’ plant-office is on part of a 17-acre tract 
he owns. He’s offering the town the rest of the 
land as a play area for $1. But he wants to see 
how the town plans to develop the area before 
he turns the title over to officials. 


‘lransport unloading area is also landscaped. Mulch of 
wood chips is used to keep weeds from springing up 


a business asset, does a bit of pruning 


Loucks doesn’t confine landscaping to places where it shows. 
Rear of company parking lot is seeded with young trees 


In a few years, dogwoods and other trees will have grown enough 
to screen base and supports of bulk storage tanks 





HERE IS HEATING 
“(em 
FOR 


SERVICE 
STATIONS 


The LENNOX OS6 Stowaway is not a converted 
residential furnace. It was developed to do a heavy- 
duty gas or oil heating job from an out-of-the-way 
ceiling location. Everything about this rugged unit, 
including oil and gas burners, is Lennox-engineered 
and built for compactness, thrift and durability. It is 
U. L. listed for installation close to combustible materi- 
als; flue can be connected on either side; controls are 
factory installed in the cabinet at the right locations 
for proper functioning; all internal service areas are 
easily reached. 


Single-source NATIONAL ACCOUNT 
service and equipment... 


anywhere in North America 


Whether you are planning service station heating for 
one location or hundreds, call your nearby LENNOX 
office for complete information about Lennox heating 
and cooling equipment and service. Or, write Lennox 
Industries Inc., 105 S. 12th Ave., Marshalltown, lowa. 








Double-Duty Combustion Chamber 
adds extra economy and years of service 


The heavy stainless steel combustion chamber creates 
a perfect environment for clean combustion and adds 
important extra heating surface to the furnace body. 
Result: best heat transfer with fuel savings. Because 
it is not “buried”? within the heat exchanger, this 
combustion chamber is not subject to overheating 
which causes warping and burnout in ‘“‘buried’’ stain- 
less steel combustion chambers. It cools quickly when 
the burner shuts off . . . this helps prevent oil ‘“‘baking”’ 
on the nozzle with resultant service calls when oil is 
the fuel. Maintenance is low; life long. 


Stainless steel 
“Double Duty” 
combustion 
chamber 


Secondary heating surface 


World leader in 
indoor comfort for 
homes, business, 


schools and industry 


2) 


HEATING AND A/IR CONDITIONING 


©1960 Lennox Industries Inc., founded 1895; Marshalitown and Des Moines, la.; Syracuse, N. Y.; Columbus, O.; 


Decatur, Ga.; Ft. Worth; Los Angeles; Salt Lake City. In Canada: Toronto, Montreal, Calgary, Vancouver, Winnipeg. 
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This jobber fleet is leased; others prefer ownership. The question is . . . 


Does It Pay to Lease Trucks? 


Yes, says one jobber, but only if you have other uses for your 


capital. Otherwise, own your own. Here’s why he likes leasing 


ae OIL & COAL CO. has been leasing trucks 
since 1953. “We started with transports, 
_ leasing tractors because we had trailers,” says Irv- 

ing Patterson, head of the Shell gasoline and heat- 
ing-oil jobbership in Torrington, Conn. 

Next came two 1,700-gal. heating-oil delivery 
trucks. Some time back, when City Oil was a 
100% leased-fleet operation, it had five tractors, 
four trailers, four heating-oil trucks, two LP-gas 
tank trucks, four service trucks, and two passenger 
cars. 

To avert financial dangers outside its control, 
City Oil had to buy its leased equipment several 
years ago, then look for another truck-leasing out- 
fit. Now it’s slowly getting back to 100% leasing 
again. Currently on lease to City Oil are one 
6,000-gal. trailer and tractor, a 2,500-gal. heating- 
oil truck, four service trucks, and two passenger 
cars. 

It plans to lease an additional $30,000 worth of 
equipment—two heating-oil trucks, a stake truck, 
and another service truck—this year. 


Why Patterson Leases Trucks 

“We have an ambitious service-station develop- 
ment program,” Patterson says, “and that’s a 
heavy drain on our capital. We lease trucks so that 
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we'll have more cash available for stations.” 


City Oil covers Litchfield County, an area of 
100,000 population, for Shell. In the 27 years the 
company has been handling Shell products, it has 
lined up 23 station accounts. Stations plus heating- 
oil accounts make up about 8-million gal. a year. 


Seven stations, including two new ones opened 
this year, are company-owned. These controlled 
outlets were made possible because the company 
leased trucks. Had City Oil always owned its roll- 
ing stock, Patterson says, the number of stations 
would not be as great. Of the seven, two were de- 
veloped by City Oil and Shell cooperatively. The 
other five are City-Oil-financed all the way. 


To Patterson, leasing trucks is about the only 
way of getting 100% financing. “There’s no down 
payment to make,” he says. If he were buying 
trucks, banks would want him to put up at least 
33% of his own money as down payment—“And 
we'd have to pay the balance in something like 
24 months.” 


Patterson estimates the replacement value is 
put at $200,000. “If I went out to replace this 
equipment tomorrow,” he says, “the bank would 
want us to put up at least $66,666 as down pay- 
ment.” Monthly payments, excluding interest. 
would run about $5,555. (Continued) 
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Suy>s sssce Pauerson, “Leasmg is 100% timancing, 
nothing down and long terms, That’s why we like it.” 


(Begins on page 105) 


“We get longer terms from leasing companies,” 
Patterson says. On light equipment, paym-nts span 
36 months, going up to 48 months on heavy equip- 
ment. His monthly leasing payments are lower 
than bank-loan repayment. 

“By leasing equipment, you show a better bal- 
ance sheet,” Patterson says, “because the leasing 
payments do not show up as a direct company 
liability.” To Patterson that means he can borrow 
money more easily—and borrow more of it—from 
a bank or his supplier. “Outstanding truck-finance 
payments would show up as a footnote on your 
balance sheet,” he adds. 


If you expect to save money by leasing trucks, 
says Patterson, (1) don’t go into leasing or (2) 
don’t expect to save money. “Leasing is expen- 
sive,” he says. “It runs 2%-3% more than bank 
financing. But remember, with bank financing you 
only get two-thirds of what you need. With leasing, 
you get, in effect, all you need.” 

Patterson adds that the tax advantage of leasing 
trucks is gradually going down to zero. “That’s 
because Uncle Sam is tightening up,” he explains. 
“If you have an option in your lease to buy the 
equipment, the income-tax people look on this as a 
purchase and won’t allow you the full amount of 
the write-off. You'll have to depreciate the truck. 
But you break even in the long run. You just don’t 
get the immediate benefits.” 


Even on pure leases (those without options to 
buy equipment), Patterson says, tax men are disal- 
lowing write-offs if they are too high. 


How Patterson Leases Equipment 


At present, City Oil leases heavy equipment 
from the regional office of a national truck-leasing 
company and light equipment—heating-oil trucks, 
passenger cars, service trucks—from a local auto 
agency. 

Up until 1957, all leasing was through one com- 
pany, a Connecticut-based concern. But the lessor 
began to have financial trouble. To protect itself, 
City Oil bought the equipment it was leasing. 
“Otherwise,” Patterson says, “we could have been 
put out of business overnight if the company had 


gone bankrupt and the sheriff came around to grab 
the company’s assets.” 

City Oil’s experience makes Patterson come up 
with this warning: “If you plan to lease trucks, 
check the financial background of the leasing com- 
pany.” In looking for a new leasing outfit, that’s 
exactly what Patterson did. “We got a Dun & 
Bradstreet report to check them out,” he says. 


Explaining the purchase deal, Patterson says, 
“The leasing company’s bank turned over condi- 
tional bills of sales to us on the equipment we had. 
We, in effect, made our monthly leasing payments 
to the bank. It did not affect our station program 
because our deal with the bank stretched out our 
payments. But the notes we had to pay the bank 
did go back on our balance sheet. 

City Oil is still paying off on that equipment 
purchase. “Our payments to the bank,” Patterson 
adds, “were lower than what we would have had 
to pay the leasing company, because we took over 
the leasing company’s outstanding paper on our 
equipment and the bank extended its terms to give 
us a longer period to make those payments.” 

Of the two ways to lease trucks—with or without 
maintenance included in the lease payments—City 
Oil elects the second on trucks and the first on its 
passenger cars. 


“If you include maintenance in your leasing, it 
becomes too expensive,” Patterson adds. On pas- 
senger cars, maintenance is not the cost problem 
it is on trucks. 


Truck maintenance, however, is not done in City 
Oil’s garage. “We used to do our own mainte- 
nance,” Patterson says, “but now we let a local 
garage handle it. It’s much quicker that way. Be- 
sides, our own crew couldn’t handle truck mainte- 
nance in the peak delivery periods.” 

To protect itself in current lease deals, City Oil 
has included an option to buy equipment. “All 
lease contracts in the future,” Patterson adds, “will 
also have option-to-buy clauses.” 

City Oil leases trucks that meet its specifications. 
“We get the type of equipment we want,” Patterson 
says. That includes the capacity of the tank, the 
size of the lines, the type of meters and hose reels, 
the type of power take-off, gearing, horsepower 
and many other items. “Actually, we negotiate the 
purchase of the equipment for the leasing company 
so that we know that we are getting the right type 
of equipment,” Patterson says. 


Patterson likens truck leasing to taking dope: 
You get the habit and can’t shake it off. “Once 
you go to leasing,” Patterson says, “you find it 
very hard to drop out because it means rearranging 
your financial program. If we gave up leasing, it 
would retard our growth for a year or more.” 

Leasing, Patterson points out, is of no benefit to 
a jobber unless he has a definite program where he 
can use the additional cash. “If you can earn 
more profits to justify the additional expense of 
leasing, it’s worthwhile,” Patterson contends. To 
City Oil & Coal Co., it’s worthwhile. e 
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Texaco Outboard 
e Motor Oil is attracting busi- 
ness to Texaco Dealers because 
the bulk of outboard oil sales is 
made at service stations — not only 
for outboards, but for mowers and 
other power equipment too. 
Buyers want the superior 
yi performance of new Texaco 
Outboard Motor Oil. Rigid tests 
against five competitive outboard 
oils proved that new Texaco Out- 


New 
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board Motor Oil gives the best 
protection against spark plug foul- 
ing, hard starting, corrosion and 


engine wear. 


Texaco national advertising 
3. brings in buyers. Just these 
three reasons present additional 
evidence that it’s worth while to 
sell the best. . . sell 


TEXACO® “<—— 
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reasons why 
this new Jexaco marine 
product is increasing 
service station 
business 





STREET 





How high the 
rabbit jumps 
depends 

on the size 

of the carrot! 


Oil ratios jump, too, with 
Fram’s Million $$$ Giveaway 
to spur dealer action! 


Given the right incentive, any dealer will up oil ratios and in- 
crease his filter business! Fram’s proved it time and time again. 
Now comes the most powerful promotion of all—Fram’s sensa- 
tional new Million $$$ Giveaway! Dealers have an opportunity 
to get valuable wanted gifts . . . personal gifts, gifts for the home 
and every member of the family —all absolutely free as a reward 
tor increasing filter and oil change business! 

The way it works is simplicity itself! Fram does everything! 
A dealer gets 2 Gift Certificates in the carton with any 24 Fram 
Filter order. Certificates are redeemable for a choice of fabulous 
nationally advertised merchandise. Fram handles the delivery of 
all gifts which may be secured immediately or accumulated and 
redeemed for gifts in higher value categories. 

Besides getting valuable gifts for themselves, dealers can award 
Gift Certificates in competition for top performance in selling 
oil changes, oil filter changes, air filter changes and lube jobs. 

Fram’s Million $$$ Giveaway is a real business stimulator! 
It’s typical of the hard working promotional programs which are 
a vital part of FRAMARKETING*—the complete Fram sales 
development service designed to help dealers boost profits and 
to keep station turnover to a minimum. 

Filter replacement business today is big business! And as a 





part of FRAMARKETING’s* all-inclusive service, Fram field 
representatives, over 100 of them, carry on a constant program 
of dealer education to show dealers how they can easily and 
quickly get their share of this big accessory market. 


FRAMARKETING ... the automotive industry’s complete service 
for development of volume filter business: with research, training, 
advertising, promotion, sales-aids and personal field assistance. 

















Continental’s cone top cans never tire of 
keeping your additive sales rolling along 


Sizes range from 4 oz. to 16 oz. Here’s real prestige packing at a 
Choice of closures available thrift price for your family of auto- 


ssaieceatmaued motive products. No package does 
Crown Cap 


Goldie Seal ~ 4 a better job for your specialties, 
Screw Cap none is more economical. Sizes 
Flip Cap an 


CONTINENTAL 
CAN COMPANY 


range from 4 oz. to 16 oz. And no 
matter where you operate, you 
can depend on Continental for on- 
the-button delivery. 

Call Continental today. 


Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle.Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 790 Bay Street, Toronto 1 

Cuban Office: Apartado 1709, Havana, Cuba 
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Why Dealers Should Push Retreads 


Your dealer should know that the public buys one retread for every 


two new passenger tires, and that if he doesn't sell retreads, he’s 


driving some customers away. Here's what else he should know 


E EXPECT 31.5-million passenger tires to 

be retreaded in 1960, compared with 70- 
million new passenger tires sold in the replacement 
market,” J. E. Hynds of Firestcn2 told the central 
TBA meeting in Cincinnati. That figures out to 
about one retread for every two new passenger 
tires. 


Service stations will sell about 35%, or 24.5- 
million of the new tires, said Hynds. “Our ex- 
perience shows that a successful station will sell 
about $328 worth of new tires for each 10,000 
gal. of gasoline. The same station should also ex- 
pect to sell about $80 worth of retreads for each 
10,000 gal. 

“Yet our figures indicate that the average station 
is getting only about $36 worth of retreading busi- 
ness, or Only about 40% as much as they should 
get.” 

The reason for this, said Hynds, is that little 
has been done to show dealers the retread sales 
opportunities and how they can cash in on them. 
He suggested it would help to explain to dealers 


the reasons for the rapid expansion of retreading 
volume. 


What's Behind Retread Growth 


The basic appeal of retreads is economy, said 
Hynds. “From U.S. Treasury Dept. figures we know 
that 56% of all families have an annual gross in- 
come of $5,000 or less. And this doesn’t mean 
that half of all families make $5,000 a year be- 
cause 44% make less than $4,000, while 32% 
make less than $3,000, and so on. 

“However, we know that a man raising a family 
on $400 a month has to stretch his dollars to cover 
the cost of necessities. Yet in our economy one 
of the necessities is the automobile. In fact this 
lower-income group, represented by the 56% earn- 
ing $5,000 or less, operate 20-million automobiles 
or 40% of the total cars on the road.” 

The significance of these figures is that two out 
of every five cars coming into our service stations 
are operated by customers making less than $5,000 
a year. 

But it isn’t only the lower-income group that 
buys retreads, said Hynds. “Let me point out that 
a recent survey showed that one out of every four 
tires bought by the groups earning $10,000 or more 
is also a retread. Of course many of these retreads 
go on the second car in the family, or they may 
be winter retreads, or they may be bought by high- 
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- FIRESTONE’S HYNDS> 
ON RETREADS 


e@ “A successful station should 
sell about $80 worth of re- 
treads for each 10,000 gal. of 
gasoline” . . . yet the average oe 
station is getting only about ~~ 
$36 worth.” ; ae 


e “Passenger-tire retreading fits 
~into the tire-selling business 
best as a traffic-builder.” 


“The point we, must get over 
to the service-station operator 
is that one-th'rd of his cus- 
tomers are buying retreads 
whether he sells them or not.” 


mileage drivers such as salesmen.” 


Two other factors favor more retreading, said 
Hynds: (1) More horsepower not only increases 
gasoline consumption but also speeds up tread 
wear. (2) Power brakes give quicker stops, power 
steering scrubs the treads off the front wheels in 
parking. 

While the automobile itself has been making in- 
creased demands on the tread of the tire, sub- 
stantial improvements have been made in the cord 
bodies. Cord bodies today can deliver many thou- 
sands of additional miles if they can be provided 
with additional tread protection. That, of course, 
is the service offered by the retreading industry. 


How to Promote Retreads 


“We have found that passenger-tire retreading fits 
into the tire-selling picture best as a traffic builder,” 
said Hynds. “We like to use retread advertising, 
merchandising, and sales promotion as a mzans of 
attracting tire-buying prospects into the dealer’s 
place of business. We have found that the best 
way to do this is through outside mass disp:ay of 
tires with what I like to refer to as ‘BBP,’ which 
stands for Big, Bold Price.” 

When a car owner comes in to inquire about 
the low-priced retreads, you can take it for granted 
he’s a prospect, said Hynds. “We could have ad- 
vertised them for $2 a dozen, and if he doesn’t 
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(Begins on page 155) 


need them, or intend to buy them, he wouldn't 
be interested. The fact that he has bothered to 
inquire is proof that we are face-to-face with a 
prospect.” 

It’s easy to turn such prospects into buyers of 
either a retread or a new tire, said Hynds. But 
your dealers need better education on retread sell- 
ing. “Many times we’ve heard this kind of a re- 
sponse to an inquiry about a low-priced tire: ‘Oh, 
that’s just a retread.’” 

When that happens, all too often the customer 
will say, “That’s what I thought,” and get back in 
his car and drive away. It’s better to point out 
the good features of the retread and wait for the 
customer’s reaction. 

“At some point, he’ll usually make one of two 
kinds of comments, such as: ‘Are they making re- 
treads better than they used to?’ or perhaps: ‘Are 
retreads safe for turnpike driving?’ or: ‘My neigh- 
bor bought a set of retreads and seems satisfied.’ ” 

Remarks of that kind indicate he wants to buy 
a retread. “He is asking to be convinced,” Hynds 
said, “and you can be sure he'll end up buying 
a retread from somebody.” 

Another customer may say he doesn’t believe in 
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retreads or show in some similar way that he pre- 
fers new tires. “Don’t forget that two out of three 
passenger-tire customers prefer to buy new tires, 
and they do,” Hynds points out. “After all, your 
dealer has new tires for sale, and if that’s what 
the customer really wants, he can sell it to him 
and send him on his way. 

“The point we must get over to the service- 
station operator is that one-third of his customers 
are buying retreads whether he sells them or not,” 
said Hynds. “And the supplying oil company must 
also be aware that the additional contracts repre- 
sented by one-third of the passenger-tire market 
help sales in many important directions. 

“Those contacts not only result in more retread 
and new-tire sales, they also add substantially to 
battery and accessory sales, and of course more 
contacts with more car owners inevitabiy boost 
gasoline gallonage.” 


COMING NEXT MONTH: How to Start a Re- 
treading Business. In step-by-step detail, 
you'll see how a Memphis jobber got into 
retreading two years ago for $35,000—and 
made a profit of $25,000 in his first full year 
of operation. 


A FULL YEAR GUARANTEE 


ON MCDONALD'S SAFE-T-MATIC NOZZLE 


McDonald’s confidence in the new Safe-T-Matic 
nozzle has prompted a full year’s unconditional 
guarantee on the nozzle mechanism. And, any- 
time after the first year, McDonald will recondi- 
tion the Safe-T-Matic for $12.50 and issue an 
additional 6-month guarantee. 


DURABILITY PROVED BY UNDERWRITERS TESTS 


Performed successfully after 100,000 cycles of use . . . equivalent 
of five years’ operation. 

Withstood ten, six-foot drop tests without damage. 

Withstood a pressure test of 300 psi without leaking. 

Withstood high temperature tests — operated normally after three 
days of handling 120°F test fluids ... and one week of handling 
— 58°F test fluids. 

Assure yourself of a good buy. Buy a nozzle with assured perfor- 
mance . .. the McDonald Safe-T-Matic. It’s guaranteed. 


The new Safe-T-Matic works on pressure, not 
vacuum. This means gasoline flows through noz- 
zle without picking up vapor, without foaming or 
frothing. The Safe-T-Matic fills the tank full 
everytime, automatically. No need to take the 
time to top the tank. A control on the nozzle han- 
dle can be adjusted for three rates of gas flow. 


(iw. MEDONALD mes. co. 


Co senviedd Dep. NPN-960 13.h and Pine 


DUBUQUE, IOWA 
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Write for FACTS 
ABOUT SERIES 
4800 MARKETORS... 


BOWSER INE. 


MARKETING DIVISION, FORT WAYNE, INDIANA 








Conventional 
Gasoline Pump 


Remote-Operating 
Dispenser 


Here’s the Layout That Esso’s Model Duplicates 


Tank-truck Making Delivery 


(simulated by 
High-capacity ° 


Commercial Pump 





po 
Portholes —_, 


Submerged 
Turbine § 








An extra valve in the line simulates 





Transparent pipes, tank portholes 


A small pipe runs from the underside 
show what happens underground 


a submerged-pump discharge leak of a tank to simulate a tank leak 


Worm’'s Eye View 


Training Aid: 


-RAY EYES might solve many problems for men 

who install and maintain underground tanks 
and piping at service stations. Lacking such gifts, 
the engineers of one major oil company have de- 
vised a way to see what actually happens under the 
station driveway. 

They did it by duplicating a typical station tank 
installation complete with piping, valves, and 
pumps. The difference is that pipes are transparent 
and you can see into one of the tanks. 


How the Model Is Built 


For the piping system, engineers use polyethylene 
pipes so the flow of product can be observed at all 


158 


points, leaving nothing to the imagination. ‘ 

In one of the four 1,000-gal. tanks in the layout,! 
a welding contractor cut portholes and installed 
plexiglass windows. Tanks are 3 ft. below grade, 
as they are in an actual station. 

The working model is built to duplicate actual 
operating cycles. A given set of conditions can be 
applied and the results observed. Before, they 
could only be worked out in theory. 


The site of the model is a piece of bulk-plant 
property in Atlantic Highlands, N. J. Three pumps 
are installed in the approximate positions they oc- 
cupy in an actual service station. 


The equipment includes one conventional gaso- 
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Equipment 


manager for Esso’s New Jersey division. Kennedy 
felt there was a need for a visual demonstration of 
flow characteristics in station underground systems. 

Used tanks and pumps were available. The only 
cash outlay was for the polyethylene pipe and plexi- 
glass portholes. The welding contractor located a 
source of supply for the portholes. They’re available 
as units complete with metal frames suitable for in- 
stallation in any kind of testing apparatus. 

Instead of gasoline, a low-viscosity solvent (Var- 
sol) is used in the system because it’s safer and 
cheaper. 


Demonstration pump 
is fitted with pressure, 
vacuum gages and 
plastic end-plate on 
meter 


What the Model Is Used For 


Primarily, the model has been used as a demon- 
strator for the education of construction and mainte- 
nance personnel. Groups have been able to watch 


Conveniently placed 
return line carries noz- 
zle discharge back into 
the tanks 


A yoked fill was installed at the mock 
installation for test purposes 


of Pipes, Tanks 


line pump, a remote-operating dispenser, and one 
high-capacity commercial pump. A submerged tur- 
bine pump supplies product to the dispenser. 

To simulate the complete cycle of product flow 
into and out of station storage, a single above- 
ground tank takes the place of a tank truck making 
a delivery. With the help of this mock tank truck, 
related problems can be studied: for example, grav- 
ity unloading rates. 


How Much It Cost 


Started about five years ago, the pipe-and-tank 
model is the result of some ideas often mulled over 
by Logan Kennedy, construction and maintenance 
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the actual results of turbulence, vapor lock, flow re- 
strictions, trapped vents, leaks, and all other condi- 
tions that commonly affect station pumping systems. 


More recently, new uses of the model have been 
found: 


@ One is a demonstration of tank testing by 
hydrostatic pressure. It’s a simple matter to simu- 
late leaks in check valves, or elsewhere, and ob- 
serve the effects under a pressure test. 

e@ Nine maintenance contractors with whom the 
division does business were brought in for training. 

e@ Perhaps the most effective new application is 
in making movies of the unit in action. After a pe- 
riod of experimenting, Esso has succeeded in mak- 
ing films that are working out well at clinic sessions 
and similar meetings. 


“By trial and error we learned about making in- 
tank films,” says R. M. Henshaw Jr., equipment 
engineer. “For instance, adding a dye to the Var- 
sol is essential for good color movies. For that mat 
ter it helps visual observation if you want to study 
such aspects as the water interface in the storage 
tanks.” 

To the extent that movies can-be substituted for 
an actual visit to the model site, time and money 
can be saved and more people can get a look at the 
inside of an underground system. 

e@ The model is finding growing use as an ex- 
perimental station. One of the best examples is a re- 
cent trial of conventional pumps drawing from a 
6,000-gal. tank. In view of a possible shift in the 
division to larger station tankage, engineers wanted 
to know if any new problems might be created. 

They found one right away. The bigger tanks are 
deeper of course, increasing the lift the suction 
pump must cope with. Engineers could see that the 
suction pump begins to have a little difficulty when 
the lift gets to about 13 ft. As a result, they've just 
about decided to go over to remote pumping if the 
swing to larger tanks develops as. anticipated. 

Other uses for the model tank-and-pipe layout 
most likely will be found. But even if none are, di- 
vision engineers are well satisfied with the benefits 
they’ve already received. * 





Laboratory tested 
and field tested 
for Wheaton precision 
and performance 


Type T-1950 20” Emergency 
Vent Manhole Cover 


Get tight, precision 
emergency venting 


This sturdy Wheaton Vent meets all the 
requirements of the A.P.I. Venting Guide 
for emergency pressure relief. Flanged 
base can be welded directly to tank, or 
bolted to a 20” A.P.I. Roof Manhead. 
Diaphragm seal in the cover insures posi- 
tive tightness, and safety cable prevents 
cover from leaving tank top if blown free. 
Pallet permits loadings of 1 0z./sq. inch; 
higher settings on specification. Entire 
cover can be quickly lifted off base, with- 
out unbolting or gasket replacement. 


tanks 
MINIMUM VAPOR LOSS 


diaphragm type 


| T-1900 
> Valve 


BREATHER ZN: 


with improved pallet design 


his new Wheaton Breather Valve—thoroughly tested in the laboratory and 

in the field for high rate of flow and vapor-tight control of vacuum and 
presssure—can give your storage tanks the best in breather valve design... 
vapor conservation...weather protection...and ease of maintenance. 


These Features Assure High Flow — Durability —Easy Servicing 

1. Diaphragms for both pressure and vacuum pallets maintain tightness 
through a wide range of pressure and vacuum. 

2. Large areas of all flow spaces ensure maximum flow rates at relatively 
small pressure or vacuum beyond settings. 

3. All aluminum parts anodized in accordance with government specifica- 
tions, to minimize oxidation and corrosion. 

4. Vacuum and pressure pallets provide efficient drainage and resist 
freezing. 

5. Vent is completely hooded for weather protection. 

6. Clamp rings on the vacuum diaphragm make the valve easy to maintain. 


Wheaton Quality Control Throughout 
The T-1900 Breather Valve exemplifies the same exacting standard in 
material and workmanship that has been a Wheaton tradition for over six 
decades. Investigate today how it can help your storage tank operation — 
and at a saving. Send for details now. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage 
Tank Fittings and Truck Tank Equipment for the Petroleum and Chemical Industries. 


Foreign Manufacturers 


Emco Ltd., London, Ontario, Canada * Emco Brass Mfg. Co. Ltd., Margate, ota England 
Emco 6.M.B.H., Allendorf, Germany « Ljungmans, Malmo, Sw 
Baza S.R.L., Buenos Aires, Argentina, S.A. ° Worthington Corp., Rio De’ Jeneiro, Brazil, S.A 








Type T-1550 Water Drain Valve 





Type 
T-1650 
Level 
Indicator 


T-1695 
i i Midpoint 


Ther- : 
i mometer pee a 
Type T-1600 Hatch 
Automatic 


Tank Gauge 
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WHAT’S 
NEW 
IN 
EQUIPMENT 


Fiberglas coating 


. can be applied as a surface-protec- 
tion spray to storage tanks or as an in- 
terior coating to oil-tanker bunkers. Coat- 
ing is sprayed on and then smoothed 
with a paint roller. Claimed to show vir- 
tually no deterioration in accelerated 
weathering tests. J. S. McBride, Owens- 
Corning Fiberglas Corp., 717 Fifth Ave., 
New York 22, N.Y., or Henry M. Kidd, 
De Vilbiss Co., 300 Phillips Ave., Toledo 
1, Ohio. 





Fill box 


. for underground-tank fillpipes at 
service stations has an extra-strong hinged 
cross bar of malleable iron instead of 
brass. Said to result in a virtually break- 
proof unit. No. 705, 2-in., threadless, 
water-tight fill box is an addition to its 
line by Universal Valve Co., Box 444, 
Elizabeth, N.J. 


Lighted lube gun 


. . . has a built-in spotlight powered by 
flashlight batteries. Light beam comes at 
first pressure on the trigger. Helps oper- 
ator to work in dark corners with a sav- 
ing of time, effort and grease. LubriLite 
Corp., Libby, Montana. 


Equipment 


Spray-scrubber 


... that fits any garden hose is designed 
for easy cleaning of concrete floors and 
driveway surfaces. Bristles of 16-in. brush 
are said to resist gasoline, oil, acids, and 
alkalies. Spray-head carries water to 
brush edges without splashing stored car- 
tons. Price $9.95. Titan Sales Corp., 
Buffalo 10, N.Y. 


Wheel aligners 


. with adjustable-type racks are of- 
fered in two new models, one with floor- 
stand charts and one with 5-door metal 
cabinet. Removable front-runway sections 
are adjustable in width for space-versatil- 
ity. Hunter Engineering Co., St. Louis 





SE aha eat 


New Island Shelters 

Tse AAR 

MORE SALES IMPACT at the pump island is the 
idea behind the new low-cost, prefabricated shelter- 
and-display unit designed by the Modenco Co., man- 
ufacturer of portable stations and mobile training units. 

As a personnel shelter, the Mini-Building Island 
marketer is intended to increase a station’s capacity 
during rush hours. Modenco says a time study indi- 
cates a 10% time loss in pump-island service because 
of trips back and forth to the station for oil, tools, 
sales tickets and other supplies. 

As display unit Modenco says, provides ample space 
for keeping impulse merchandise continuously visible 
to customers. 

Modenco Island Marketers are offered in three 
designs, as shown in photos at right. Island lighting 
is included at 50 to 100 foot-candles as required, and 
electric radiant heat can also be provided where 
required. Price range is from $500 for a basic unit 
to $2,000 for more elaborate models with glass to 
ground level. The manufacturer is presently seeking an 
affiliation to expand its capacity. The Modenco Co., 
P.O. Box 778, Plattsburgh, N.Y., or 4975 De Sorel St., 
Montreal 9, P.Q., Canada. 
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NEW JERSEY 








BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


OF 


TELLS THE 


TAX 


LARGE SIZE: 
10” x 12” 


EMPRO PRODUCTS CO. 
357 Mclean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OlL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, O.P.W., Lincoln 
Neptune, Huffman, Goodrich, 

Air, Oil, Hydraulic and Gas 
Hace and Counting Service 


SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 

Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Momber NAOE) 





CANADA 


Gashoy Pues 


For every size consumer- 
commercial account. 
TOWE & TUWE 


988 Princess Ave. 
London, Canada 








Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 


Equipment 


4-in. emergency valve 


. seats under 450-lb. spring pressure 
and is opened by means of a 3,000-psi 
hydraulic hand-pump that exerts a lifting 
force of 1,790 Ibs. on the valve disc. 
Long-radius elbow with 4%-in. I.D. per- 
mits high flow-rates. Has 2-in. travel and 
is shear-sectioned. Betts Machine Co., 
Warren, Pa. 


Power gate 


. . for trucks % ton and larger has 
1,400-lb. capacity and maximum travel of 
52 in. Model TIE is available in 72-, 84- 
and 90-in. widths. Full-electric drive with 
option of automatic or “deadman” con- 
trol. Daybrook Hydraulic Div., Young 
Spring & Wire Corp., Bowling Green, 
Ohio. 


Motor-starter housing 


. . . for size-0 and size-1 magnetic start- 
ers is an all-aluminum unit for use in 
hazardous locations. Furnished with 
front-operating start-stop and reset but- 
tons or with reset button only. Per- 
manently attached nameplate gives com- 
plete data. Killark Electric Mfg. Co., 
Vandeventer & Easton Ave. St. Louis 13 
Mo. 


i“ 
Texaco Restroom Fixture 


Medi-Prep Station 


. is the name of stainless-steel unit 
for storing, preparing, and dispensing 
medications in first-aid departments. In- 
cludes refrigerator, sink, water faucet, 
work counter, tiered shelves, narcotics 
cabinet. General Scientific Equipment 
Co., Limekiln Pike & Williams Ave., 
Philadelphia 50, Pa. 


Drum covers 


... can be locked in place for safe ship- 
ment with new bolt-type locking ring 
and redesigned drum cover. Ring is re- 
inforced with heavy forged lugs that 
grip the entire contour of the ring, hold- 
ing cover in place against severe impact. 
Inland Steel Container Co., 6532 S. Men- 
ard, Chicago 38, Ill. 




















Station sign 


. .. with changeable letters that clip onto 
a black frame permits fast message- 
changes. Kit contains one 3x5-ft. frame 
and a large assortment of Day-Glo let- 
ters in yellow, green, and red. Price 
$39.95. Progressive Enterprises, 31 W. 
Market St., Akron, Ohio. 


PARTLY to add a decorative touch and partly for easy maintenance, Texaco 
is trying out a new sink unit in ladies’ restrooms in both new and old stations. 
The green Pearltone Micarta surface is easily cleaned with the swipe of a cloth 
and is resistant to scratches and chipping. The no-drip, curved edge adds a 
modern touch and also ediminates dirt-catching corners. Inner core is of Novo- 
ply, a three-ply board of balanced sandwich construction said to provide excep- 
tional dimensional stability. Called a Dressatory, the unit is supplied by United 
States Plywood Corp., 5 W. 44th St., New York 36, N.Y. 


Space Rates 


NATIONAL PETROLEUM NEWS 


330 West 42nd St. 
New York 36, N. Y. 
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Badge of quality for a motor oil 


sual 


it's formulated with 


| AMOCO 200 Series 
Detergent- 


Inhibitor 
Additives 


Amoco 200 Series Detergent-Inhibitor 
Additives are composed of Amoco 121 
barium detergent and Amoco 193 
zinc dialkyl dithiophosphate inhibitor. 
These products are blended in a wide 
range of combinations. They make 
possible the formulation of a well 
balanced motor oil that will deliver 
the performance desired. Amoco 200 
Series Additives perform six 
important functions: 


1) Inhibit low-temperature deposit formation 
2) Give high-temperature detergency 

3) Neutralize acids 

4). Improve viscosity index 

5) Inhibit oxidation and bearing corrosion 

6) Reduce valve-train wear 


Experienced Amoco petroleum 


' additive specialists-will be pleased to 


"AMOCO 
HEMICALS 


work with you on the use of AMoco 
200 Series Additives. Your inquiry 
will receive immediate attention. 


Department 4191 
AMOCO CHEMICALS CORPORATION 


910 South Michigan Avenue, Chicago 89Q, Illinois 





CRAMPED FOR SPACE? 


YOU NEED A 
MORRISON-INTERNATIONAL 
108 TIRE MERCHANDISER AND WAREHOUSE 


TIRE 


eapeeeeee ® 





1 


BARGAINS | 


ne tee 


RE-CAPS 


ss GESGGRt ite etaaes - capeaaay 


TRADE 
Pred 
SAVE 


cbs Sct x 


ge@h Gee e to eo wepeees bosebbhbhabed 


If space is a problem for you, 
here’s the perfect solution. 108 tires in mass outside 
display, protected from weather and theft. 
Advertising signs help sell tires. Tire inventory and handling 
problems are practically eliminated. Just put tires in, 
leave them till they’re sold. Don’t miss out on the profit of more tire 
sales just because you can’t keep an adequate stock on hand. 
Add a complete tire salesroom with a 
Morrison-International Tire Merchandiser and Warehouse. 


TIRE MANUFACTURERS — PETROLEUM MARKETERS. Increase 
your tire sales with Morrison-International Tire Displays. Ask about 
our Special Promotional Plan. 


THREE STAR SALES CORPORATION 


56 W. MAPLE STREET 
CHICAGO, ILLINOIS 
Ph. MOhowk 4-3342 | 


12 DEPOT SQUARE | 
ENGLEWOOD, NEW JERSEY 
Ph. LOwell 7-1700 


3453 CAHUENGA BLVD. 
LOS ANGELES, CALIFORNIA 
Ph. HOllywood 2-0867 


NATIONAL | 
SALES AGENCY | 


Manufactured by 


INTERNATIONAL EQUIPMENT A Div. of MORRISON-INTERNATIONAL CORP. 


2485 WALDEN AVE. . BUFFALO 25, N. Y. 


A Subsidiary of Ryder System, Inc. FI 


NATIONAL 








Equipment 


Literature .. . 





Vapor-tight fixtures 


. . . described in a new catalog supple- 
ment consist of a complete line of alumi- 
num fixtures for every conceivable instal- 
lation. They are light weight and feature 
streamlined design and non-sparking per- 
formance. Killark Electric Mfg. Co., Van- 
deventer and Easton Ave., St. Louis, Mo. 


Aviation catalog 


. . covers a line of refueling equipment 
including underwing refueling nozzles, 
hydrant coupling valves, hydrant emer- 
gency shut-off valves, overwing nozzles, 
non-drip oil nozzles, and hydrant man- 
holes. Buckeye Iron & Brass Works, Box 
883, Dayton, Ohio. 


Three catalogs 


. are now available on the expanded 
line of Seaporcel Metals products. One 
covers laminated, insulated curtainwall 
panels; a second covers translucent build- 
ing panels: a third covers skylights. Sea- 
porcel Metals Inc., 28-20 Borden Ave., 
Long Island City, N.Y. 


General equipment 


.. . for oil marketing is covered in two 
catalogs from Japan. Line includes 
pumps, meters, tanks, and related ac- 
cessories for service stations, bulk plants, 
and terminals. Company also builds com- 
plete service stations. The Tokyo Tat- 
sumo Mfg. Co. Ltd., No. 3, 2-chome, 
Shibaura, Minato-Ku, Tokyo. 


Equipment Suppliers . . . 





The Autoquip Liftathon guessing con- 
test wound up after three months and 
10 days of continuous operation of the 
loaded lift. The lift raised and lowered a 
full-sized car through 206,763 cycles. 
Autoquip says that’s 13 times the op- 
erating life of the average lift. 

R. H. Johnson, district manager for 
American Petrofina at Kansas City, 
Kan., won a color television set as first 
prize for his estimate of 172,800 cycles. 

The board of judges consisting of 
Howard Karig, Sears-Roebuck; Howard 
E'well, Standard of 'ndiana; and Ray 
Kelly, National Petroleum News: duly 
witnessed the start of the second phase 
after the double-life seal was turned 
over. Continuous operation will go on 
until the seal finally wears out. Judges 
also witnessed feeler-gage measurements 
that showed no appreciable wear at the 
end of the first phase, and the main 
tenance of four and a half thousandths 
of an inch accuracy between the bearing 
and the ram. 

7 

National Assn. of Oil Equipment Job- 
bers is urging manufacturers to revise 
their catalogs more often instead of is- 
suing numerous supplementary bulletins. 
A profusion of bulletins makes it impos- 
sible for jobber salesmen to locate 

(Continued on page 167) 


PETROLEUM NEWS * September, 1960 





Modern Service Station wiring 
calls for YES to both questions 


Of course you want complete safety for your cus- 
tomers and employees. And you also want plenty of 
the right kind of lighting, both inside and out. But 
what about the cost? 


Safe wiring speaks for itself. What station can afford not 
to have it? That’s where Crouse-Hinds comes up with ex- 
actly the right electrical equipment: For hazard spots . . . 
or for equipment exposed to weather or accidental damage. 
Economical suggestions, too, on where you need explosion- 
proof equipment ... and where you don’t. 


Adequate lighting actually costs less than poor lighting. 


You know the effect that poor illumination has on work- 
ing efficiency. And you know how poor lighting can drive 
customers away — particularly women. Here again Crouse- 
Hinds can help you plan efficient, glare-free lighting for 
work areas .. . and with attractive, reassuring floodlight- 
ing for outdoor service areas. 

Crouse-Hinds Bulletin 2704 interprets National Electrical 
Code requirements for service stations, and lists electrical 
equipment and lighting designed for your immediate and 
long-range needs. Ask your Crouse-Hinds Distributor or 
write us. 


CROUSE HINDS 


SYRACUSE 


OFFICES: Atlanta Baton Rouge Birmingham Boston Buffalo Charlotte Chicago Cincinnati Cleveland Corpus Christi Dollas Denver Detroit Houston Indianapolis Kansas City 
Los Angeles Milwavkee New Orleans New York Omaha Philadelphia Pittsburgh Portland, Ore. St.Louis St. Paul Salt loke City San Francisco Seattle Tulsa Washington 
RESIDENT REPRESENTATIVES: Albany Boltimore Reading, Pa. Richmond, Va. 


Crouvse-Hinds of Canada. Lid., Toronto, Ont. 
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Domex, Mexico City, D.F. 


Peterco, Sao Pavio, Brazil 
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New Red Hot” item 
for cold weather driving! 


“‘PRESTONE' 


BRAND 


SPRAY 


DE-ICE vinta 


Defrosts instantly...melts ice fast! 


A SURE PROFIT MAKER! BACKED BY 
BIG NETWORK TV AND NATIONWIDE 
SUNDAY NEWSPAPER ADVERTISING. 


e Keeps windshields clear 
Compact 12-can for hours. 


rnenn Caprey. e Helps car wheels get a start 
under certain icing conditions. 


e Unsticks locks, doors, windows. 
Harmless to car finishes. 


e Even in zero weather, powerful 
propellant provides strong 
spray pattern. 


ORDER NOW FOR BIGGER WINTER PROFITS 


“'Prestone ”, “Eveready” and “Union Carbide” are registered trade-marks for products of 
UNION CARBIDE CONSUMER PRODUCTS COMPANY + Division of Union Carbide Corporation « 270 Park Avenue, New York 17,N. Y. 
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quickly latest price, model, and other 
changes. 


National Assn. of Oil Equipment Job- 
bers has membership applications from 
these firms: Towe & Towe Ltd., 988 
Princess Ave., London, Ont.; Jabe Con- 
struction & Equipment Co., 2501 Man- 
chester Rd., Erie, Pa.; Petroleum Equip- 
ment Co. Inc., 1244 N. Market St., 
Shreveport, La.; Bill Cunningham Equip- 
ment Co., 1355 E. Commercial St., 
Springfield 2, Mo.; W. F. Glover Co., 
4201 E. 10th Lane, Hialeah, Fla.; Col- 
lins Equipment Corp., 3013 E. 55th St., 
Cleveland 27, Ohio; Northeastern Petro- 
leum Service & Supply Inc., 37 Brookley 
Rd., Jamaica Plain 30, Mass.; and 
Neumayer Equipment Co., 5130 Bert- 
hold, St. Louis 10, Mo. 


Equipment People . . . 





E. H. Scheiwe 
has been named 
regional manager 
for the Reo Div. 
of White Motor 
Co, He will work 
with the field-dis- 
tribution organiza- 
tion as a factory 
representative on 
sales, financing, 
deliveries, and 
similar factory- 
distributor rela- 
tions. Scheiwe formerly was associated 
with Fruehauf Trailer Co.; the Ford 
Motor Co. as zone manager; and the 
Allison Div. of General Motors Corp. 
as a sales engineer specializing in truck 
and tractor transmissions. 

W. Garrick Stephens has been named 
sales engineer for the Electronics Con- 
trol division of Veeder-Root. Inc., lo- 
cated at Danvers, Mass. He was for- 
merly with the Raytheon Co., and prior 
to that was a test engineer at the Hamil- 
ton Standard Div. of United Aircraft Co. 

a 


Schelwe 


W. B. Kerr is 
the new manager 
of the Midwest 
Division of the 
Ralph N. Brodie 
Co., at Forest 
Park (Chicago), 
Ill. He joined the 
company more 
than five years 
ago as a field engi- 
neer and later was 

Kerr promoted to assist- 
ant division man- 
ager. Kerr succeeds A. J. Weckler who 
has resigned to go into the ranching 
business. 
* 


Peter L. Quattrochi has been named 
general sales manager of Taco Heaters 
Inc., Cranston, R.Il. He was formerly 
manager of field sales and services, and 
before that was customer services man- 
ager. 


Dr. Mandell S. Ziegler has been 
named director of research and develop- 
ment for the Russell Reinforced Plastics 
Corp., Lindenhurst, N.Y., fabricator of 
weather-resistant architectural panels of 
Lucite acrylic sirups. For the past 10 
years Ziegler has been associated with 
the research and sales divisions of Du 
Pont’s polychemicals department. 


* 

Brian A. Wilson has been named 
western regional manager for the Bendix 
Filter Div., Bendix Corp., of Madison 
Heights, Mich. He was formerly sales 
engineer for Aviation Electric Ltd. of 
Canada. Wilson’s headquarters is in Van 


Equipment 


Nuys, Calif., where he will be respon- 
sible for marketing fuel, oil, and air 
filters. 
2 

James A. Bailey Jr., has been pro- 
moted to assistant manager of Good- 
year’s Chicago hose sales department. 
With Goodyear since 1952, Bailey has 
served as field representative, field engi- 
neer, and most recently as manager of 
hydraulic hose sales. He is succeeded in 
the latter post by Donald E. Harrington, 
who was transferred last fall from the 
company’s Lakeland, Fla. industrial 
products sales office to the North Chi- 
cago plant. 





ALUMINUM 


PUMP 
TURNS 
POUNDS 
INTO 
PROFITS 


You make money hauling 
liquids . . . not pumps. Trim 
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“liquid materials handling"® equipment 


eS a) | LAC LACKMER / truck pumps 


GLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
Find your Blackmer Man under “Pumps” in the Yellow Pages 


a pound off your pump, and you can 

average $1.50 extra profits per year. A 

hundred pounds—a hundred and fifty dollars! And 

Blackmer’s new TX3% Aluminum Pump weighs a good 
hundred pounds less than the same pump in iron. Total 
weight—just 86 lbs. Yet it unloads up to 300 gallons a 

minute. Ideal for light petroleum products, commercial solvents, 
and similar liquids. You save two ways—a bigger payload and 
less turn-around time. Write today for Blackmer Bulletin 210. 
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Autolite presents the greatest offer of the year! 


ELECTRIC, 
REMOTE-CONTROLLED, noe F K A Pa 
AUTOLITE 


Manufactured by American Flyer espe- 

cially for Autolite ... this realistic racing 

game (a $34.98 value) can be yours when 
you purchase Autolite Spark Plugs 


There’s nothing like it anywhere that provides all the fun and 
excitement—for kids and grownups as well—as this spine- 
tingling racing game now offered by Autolite. It duplicates 
the spills and thrills of real racing action... with authentic- 
looking stock cars... with a figure-8 grooveless track that 
gives each player an equal chance to win...with remote- 
control push buttons that make the cars go. It’s all electric, 
a wonderful gift for some youngster, a game that’s fun for all! 
And it can be yours so easily. 


Place an order for Autolite Spark Plugs and this rugged real- 
istic game can be yours on a deal you'll want to snap up 
immediately. Don't wait. Your Autolite Spark Plug Wholesaler 
has all the details. Call him today! The Electric Autolite 
Company, Toledo 1, Ohio. 


Game includes 10 sections of curved roadway, 2 sections 
of straight roadway, 2 powered racing cars, 8-piece ramp 
set, transformer, and 2 push-button controls. 


THRILLS! SPILLS! FUN FOR ALL! 
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RACING GAME 


AUTOLITE 


- 
- 


YOUR — 
Ss. @AUTOLIT 
WHOLESALER x» 
eae ae SPARK PLUGS 


PERFORMANCE PROVED IN COMPETITION 
FOR ALL CARS 


Don't miss the election news with Dave Garroway, NBC-TV “TODAY” Show —sponsored t 
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Only the best... 


Batteries take a  physica/” 


To make sure the M.O.S.T. are the 
Globe conducts the industry 
sive testing program. Batterie: 
production lines at-15 plants 
SAE tests to guarantee meetir 
ards. The photo at the left s! 
be technician testing pr 
SAE life- 


regular examina 


y( 


Ifer act, 
full-rated start 


all M.C 


Maximum Opportunity for 
Sales and Turnover 


et the M.O.S.T. for the LEASI 
alcisiek-we) ar: 11 t 
sizes. Keys to t! 
ty are Grip-Ridge,* S$ 
shown at left 


into various 


EAL EA EUEALEACEU EAE EEK CHEE! 


*Patents 182,109; 2,925,137 


GLOBE-UNION UNC. wave», wisconsin 


FPtir-secomp STARTING if it's Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 


SPINNING POWs, 
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WHAT’S 
NEW 
IN 
TBA 


Balanced Braksets 


. is the name of Grey-Rock’s new 
improved woven-molded combination 
brake linings for Bendix brakes. Woven 
segments are made with copper wire 
claimed to result in fast heat transfer 
from lining surface to shoes. Longer- 
fiber asbestos and improved high-temper- 
ature resins are said to provide more 
stable brakes with longer lining-life and 
less danger of fade, pull, or dive. Grey- 
Rock, Div. of Raybestos-Manhattan Inc., 
Manheim, Pa. 


Alignement gauge 


. . has three spirit levels that permit 
instant readings of camber, caster, and 
king-pin inclination at a single turn of 
the wheel. The new Bear No. 27 Uni- 
versal gauge has both magnetic and 
clamp attachments. Bear Manufacturing 
Co., 2016 Sth Ave., Rock Island, Ill. 


Power tire-changer 


. . . iS an air-operated unit called the 
Challenger. Has 5-in. air cylinder said to 
quickly and safely loosen the toughest 
bottom beads. Claimed to be one of the 
fastest changers in the Coats line. Price 
$159.50. Nationally distributed by Jack 
P. Hennessy Co., 12 Depot Sq., Engle- 
wood, N. J. 





Tuneup center 


. sells to service stations for $329.95. 
Instruments are fully removable and in- 
clude timing light, coil-condenser tester, 
generator-regulator tester, combination 
dwell-tach, compression gauge, remote 
switch, and vacuum and fuel pump 
gauge. Herbrand Div., Bingham-Her- 
brand Corp., Fremont, Ohio. 


New inhibitor 


. . of the polar-film type is now a fea- 
ture of Prestone Antirust and Water 
Pump Lubricant. The new compound is 
white in color and has improved emul- 
sion stability to prevent separation in 
the can during long storage or tempera- 
ture extremes. Union Carbide Consumer 
Products Co., 270 Park Ave., New York 
E77 cae Be 


R-12 Refrigerant 


. is the latest addition to the Prestone 
line. For auto air conditioners, R-12 
comes in two sizes, 1% and 2% Ib. in 
one-shot disposable aluminum contain- 
ers, eliminating the need for large, re- 
turnable cylinders generally subject to 
deposit. Union Carbide Consumer Pro- 
ducts Co., 270 Park Ave., New York 
Py, MF: 


Utility battery 


. . is for use on miniature cars, garden 
tractors, small stationary engines, motor 
scooters and riding-type lawnmowers. 
Has one-piece cover, protected intercell 
connectors. The LU-7 is available dry 
charge only. The Electric Autolite Co., 
Toledo 1, Ohio. 


Universal tool 


. adjusts all Bendix brakes. The Her- 
brand No. 300 has both a standard and 
modified end, with the latter specially 
designed to clear the lower control-arm 
of the ball-joint suspension on 1960 
Buicks, Chevrolets, and Corvairs. Her- 
brand Div., Bingham-Herbrand Corp., 
Fremont, Ohio. 
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MAKE YOUR... 
POWER MOWER 
RUN LIKE NEW 


Power-Mower 


. . . Service Center is a new merchan- 
dising aid devised by the Gumout divi- 
sion of Pennsylvania Ref. Co. The all- 
metal unit holds Gumout carbureter 
cleaner in 8-0z. cans; power-mower oil 
in 8-oz. cans; and an assortment of 
major-brand, power-mower spark plugs. 
Gumout, Cleveland 4, Ohio. 


Slim whitewalls 


. . only 1% in. wide, are a feature of a 
new line of U. S. Rubber tires offered in 
one size Only, 6.50-13. New line ap- 
pears as original equipment on Chevrolet 
Monza, and also fits Corvair, Falcon 
station wagon and Valiant. United 
States Rubber Co., 1230 Sixth Ave., New 
York 20, N. Y. 


Bear Powerscope 


. is the name of a new engine oscillo- 
scope recently added to the Bear line. 
The screen shows an unmodified pattern 
of the ignition circuit including the com- 
plete firing line. Size 14x10x18 in. Bear 
Manufacturing Co., Rock Island, IIl. 


Throttle control 


. . . for power mowers or other motor- 
ized equipment comes in two models, 
for clamp or bolt-on mounting. Either 
mounting is claimed to maintain position 
regardless of vibration. Dorman Products 
Inc., 5757 Mariemont Ave., Cincinnati 
27, Ohio. 





TBA Suppliers . . . 





Houston Chemical Co., third entrant in 
the lead additive field, is also going into 
the antifreeze business. Houston has 
acquired the antifreeze and automotive- 
chemicals marketing operations of Com- 
mercial Solvents, including the Peak and 
Nor’Way brands as well as the private- 
brand business. 

. 

Champion Spark Plug reports that its 
spark-plug viewer can be modified to 
provide magnification of contact points 
as an aid in point alignment. Conversion 
requires removing clip, plastic rim, and 
white insert and cutting away plastic 
material. 


B. F. Goodrich has opened a new re- 
treading plant in Oakland, Calif., with a 
capacity of 9,000 retreads a month. The 
new facility more than triples the com- 
pany’s retread output in the Bay Area. 


® 

Shell Chemical says it will triple its 
projected plant-capacity for the produc- 
tion of polyisoprene. Shell Isoprene rub- 
ber, introduced last year for use in tires, 
is produced at the company’s Torrance, 
Calif., plant. 

* 

Humble Oil and Refining Co. is en- 
larging its butyl rubber production at 
the Baytown refinery because of the in- 
creased demand for passenger tires made 
entirely of butyl. Within a year butyl 
output will be 170 million pounds an- 


T METER KIT 


for gravity flow tanks 


TOKHEIM MODEL 697G-SC 


builds consumer business 


Aeeurete - Reliable - Long -lived / 


Today —more than ever —con- 
sumer customers need figures on 
fuel consumption. With this 
Tokheim meter kit they can have 
them, even if fuel is drawn by 

ravity. Already in great demand 

y farmers and industrial users, 
the 697G-SC Meter Kit counts to 
100 gallons per delivery, registers 
to 100,000 gallons on an easy-to- 


SYMBOL OF EXCELLENCE 


read horizontal counter. It has a 
capacity of 15 g.p.m., is easil 
installed and Rieutoombied, 
has strainer screen, calibration 
adjustment, and fits either 1” or 
¥%" openings. Accurate, reliable, 
long-lived. Meter is listed by 
Underwriters’ Laboratories. 
Guaranteed. See your Tokheim 
representative today! 


Write for literature. 


General Products Division 


TOKHEIM CORPORATION 


1650 Wabash Avenue 


Fort Wayne 1, Indiana 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 





nually compared to the present 125 
million pounds annually. 


e 
Electric Autolite has acquired an 80- 
acre site in Decatur, Ala., for a new 
plant to produce electrical components 
including voltage regulators, distributors, 
condensers, and similar parts. 
* 


Bear Manufacturing Co. has des.gned 
a pair of tire stands to hold tires worn 
out by out-of-line or unbalanced wheels. 
Copy on the tire centers calls attention 
to the balancing and line-up services 
that might have saved the tires. 


& 

Speedway Petroleum Corp. of Detroit, 
has switched from the Dayton to the 
Firestone line of tires, batteries, and ac- 
cessories. Speedway markets TBA under 
a commission-override contract. 

e 

Western States Refining Co., has 
signed up to handle U.S. Rubber’s TBA 
line on a commission basis. Western 
States markets the products of its Salt 
Lake City refinery through 135 dealers 
in southern Idaho, western Nevada and 
Utah. W. S. Wagstaff is president and 
general manager and N. R. Olson is 
general sales manager. 

e 


Autolite has developed for its dealers 
a new battery carrier. It avoids terminal- 
damage by gripping the case with 
neoprene pads; has positive locking-ac- 
tion leverage; is adjustable to any bat- 
tery size; and has a handy grip for easy 
carrying. 

& 

United States Rubber Co. made these 
incidental comments on its new com- 
pany-store policy in connection with a 
recent financial statement: U. S. now 
has 21 company-owned stores in opera- 
tion and will have at least 40 by the 
year end. The policy calls for adding 
about 40 a year up to a total of 200 
within five years. 

. 

Armstrong Tire and Rubber Co, has 
taken the first step toward building a 
west coast plant by taking an option on 
a site in Hanford, Calif. 

e 

Purolator is offering service stations 
two new Dispenserack deals with its oil 
and air filters. One rack holds 52 oil and 
26 air filters; the other holds 58 oil fil- 
ters. Purolator says that the net cost to 
dealers when all the filters are sold is 
55¢ for the first rack and 35¢ for the 
second, 
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TBA People 


G. F. Coyle has been named group 
merchandise manager of automotive de- 
partments for Firestone’s home and auto 
supply department. He succeeds B. F. 
Hogan Jr., recently named manager of 
dealer sales. 

a 
E. A. Kunze has 
been named super- 
visor of retread 

sales at B. F. 

Goodrich. He is 

associated with the 

new-tire sales de- 
partment in pro- 
moting the sale of 
retreaded tires na- 
tionally through 

BFG dealers and 

stores. Kunze join- 

ed B. F. Goodrich 
in 1935 as a retail store emp.oye in 
Pittsburgh. He served in several field 
sales and supervisory positions before 
moving to Akron in 1943 as a specialist 
in tire retreading. 


Kunze 


Wendy Thoreson, former TBA man- 
ager for Signal Oil Co., Los Angeles, is 
now assistant district manager of Signal’s 
southern district. 

e 

John Finsland, formerly in charge of 
Shell’s program for developing dealer 
training in tuneup service and other 
light-repair work, is now district man- 
ager for Shell at Columbus, Ohio. His 
successor is A. J. Russo. 

+ 
Jeff Shea has 
been named sales 
manager for the 
Prest-O-Lite Bat- 
tery division of 
Electric Autolite. 
He has been in 
the _ battery-sales 
field since separa- 
tion from the Air 
Force in 1947. His 
six years of service 
included combat 
action that won 
him the Distinguished Fiying Cross atiu 
the Air Medal. He was manager of au- 
tomotive battery sales for Reading Bat- 
teries when that firm was acquired by 
Autolite in 1956. 
* 

Philip E. Robinson, director of com- 
munications of Tyrex, Inc., has been 
elected secretary of the non-profit as- 
sociation of Tyrex tire cord producers. 
He was formerly editor and general 
manager of Modern Tire Dealer. 

Among changes made recently in the 
field-representative staff of Tyrex Inc. 
are these: Dr. Galo Blanco now directs 
liaison between the Tyrex field staff and 
truck-fleet operators in a concentrated in- 
formation program. 

Robert A. Fitzgerald has been brought 
into New York to assist in the over-all 
management of the program. He was 


formerly New England representative, 
and was at one time with Industrial 
Rayon and Armstrong Rubber. 

Walter Bagdon has been named to 
cover the eastern region. He was for- 
merly a specialist in tire-dealership sales 
and service in New England. 

High Douglas has left Tyrex as acting 
manager in Detroit to return to Court- 
alds (Canada) Ltd. James G. Shannon 
Jr., was recently named regional man- 
ager at Detroit. 

” 

John Wroblak, manager of the B. F. 

Goodrich, Memphis zone, for the past 
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three years, has been promoted to man- 
ager of dealer expansion. He has been 
with BFG since 1949, first as a retail 
salesman and later as store manager, 
and manager of sales planning for re- 
placement tires. 


* 

Michael F. Barto aas been named au- 
tomotive wire and cable merchandising 
manager for Electric Autolite. He will 
direct an expanded sales and marketing 
program for the Autolite line in the re- 
placement market. He has been a ter- 
ritory representative and district man- 
ager for Autolite since 1947. 





Get 
plush 
profits 
anda 
plush 
poodle, 
too! 


EALER 
AND 
) STOP LEAS 














MAC'S SUPER 
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... from Mac’s, your 
most unusual 
premium offer ever — 
a plush, life-like 
poodle! Just order 

12 each of these three 
fast-moving Mac’s 
radiator products. 
You get a big 16” 
poodle and big profits, 
too. Be sure to order 
your supply today! 


GLOSS CoO., INC. 





See what $5 more 
buys in a JOYCE 
SEMI-HYDRAULIC 
JACKING UNIT! 


The Joyce “Y-Z” Style semi-hydraulic integral 
tank type jacking unit costs only $5.00 more, 
approximately, than semi-hydraulic jacking units 
of conventional construction. Yet it provides 
5 distinctive features that make it far superior 
in design, operation and maintenance to the 
cheaper unit! In the long run, Joyce “Y-Z” 
Style actually proves less expensive and more 
profitable. That’s why thousands of service sta- 
tions and auto dealers prefer this Jacking Unit, 
which is available on all Joyce single-post 
chassis, frame contact, and drive-on lifts. 


1. “MAGNE-GUARD” LOW-OIL-CONTROL. . . posi- 
tively stops the movement of the piston, when 
oil supply becomes low, by stopping the flow 
of oil. This can be guaranteed only in the Joyce, 
distinctive, semi-hydraulic “Y-Z” Jacking unit, 
since only in this type construction does the 
oil flow from an external reservoir into the 
jacking unit. 

2. NO INTERNAL PIPING . . . absence of air 
pipe within piston simplifies maintenance. No 
broken air pipe to worry about. 


3. AIR LINE CLOSE TO FLOOR ... air supply 
line is connected within 6” of floor surface for 
easier and less expensive initial installation and 
greater accessibility in case service is required. 
4. 30% MORE USABLE OIL CAPACITY .. . re- 
quires fewer refills . . . minimizes possibility 
of low oil condition. 

5. CAN BE BALLASTED .. . hollow piston does 
not contain parts or oil . . . can be weighted 
to reduce lowering time. 


Automotive lift, ask your Joyce Distributor 
underground Jacking Unit. for complete information! 


THE JOYCE-CRIDLAND COMPANY 


Designers and builders of lifting equipment since 1873 


U.S.A. 2027 E. FIRST STREET, DAYTON 3, OHIO 


CANADA: MIDLAND FOUNDRY & MACHINE CO., LTD, MIDLAND, ONT. 
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WHAT’S 
NEW 
IN 
PREMIUMS 





DOUBLE DOORMAT set includes a rubber 
welcome mat for outdoor use and a 
rubber-backed carpet pad for indoor use. 
The idea is to use one on either side of 
the door. Supplier cooperates on adver- 
tising. Price is $36 per dozen sets. Bux- 
baum Co., Canton 1, Ohio. 


WINDPROOF LIGHTERS Shown above are 
(left to right): aluminum model, priced 
at $1.35 plain or $1.90 engraved; enamel- 
bottom model, priced at 67¢ imprinted. 
Lighter with plastic bottom costs 85¢ 
plain and $1.35 imprinted. Prices are for 
orders over 1,000. Bowers Lighter Co., 
610 W. Willard St., Kalamazoo, Mich. 


PORTABLE CHARCOAL RANGE Ieaiures a 
winuproof full hood and three-position 
grill. Sturdy steel legs fold for carrying. 
Grill measures 1542x10% in. Unit price 
on bulk orders is $2.37. Henry Hoffman 
and Associates, 1133 Broadway, New 
York 10, N.Y. 


STATIONERY KiTS include packet of per- 
sonauzed notes and envelopes (left), or 
correspondence set in blue plastic port- 
folio (right) with stationery, blotter, and 
calendar. Both liquidate at $1. Elmira 
Greeting Card Co., 501 E. Clinton St., 
Elmira, N.Y. 


FROZEN-TREAT KIT consists of an un- 
breakable plastic tray with eight holders. 
Beverages, custards, etc., can be frozen 
into stick confections by placing the 
filled tray in a refrigerator. Price on bulk 
orders of 1,000 is 50¢ per set. Henry 
Hoffman Associates, 1133 Broadway, 
New York 10, N.Y. 
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Premiums 


IGNITION KEYS have chain attached. 
Au.omobile crest is sealed under heavy 
plastic. At left is key with built-in coin 
holder (48¢). Right key is without coin 
holder (42%¢). Prices are for bulk 
orders. Bobrow Industries, 814 Broad- 
way, New York City 3, N.Y. 


INSULATED GLASSES called “Coolie- 
Coasters” keep drinks cold. Insulation is 
waterproof and serves as a_ built-in 
coaster. Price in bulk is $3.50 for either 
12- or 15-0z glass set. Automotive Rub- 
ber Co., 12550 Beech Rd., Detroit 39, 
Mich. 


WALL BAROMETER is available in a vari- 
ely od wood finishes: mahogany, walnut, 
or blond. Over-all diameter is 5 in. In- 
strument is made in West Germany 
Designed as a self-liquidator, it is priced 
at $2.25 in bulk orders. Astra Trading 
Corp., 175 Fifth Ave., New York City 
N.Y. 
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With Acme-Hamilton 0.$.&D. Hose 
you can give the pumps full throttle 


With Acme-Hamilton O.S.&D. Hose 


you TeliMme lila @Um A Ala-MEa-Tlshielga-te ME elie) 4: 
can apply maximum pres f 


jre for, top 
cy ol -1-1e MME a1] eM Late MM kel ge (-Mmm (olelellile Molaro 
unloading. Withstands full vacuum and 


full vacuum relate} provide maximurl 
flexibility without kinking 


: ey ; iaslelelisiee clolacmeelsttintiailelsmmactohitia 
discharge pressures up to 200 psi. Qual ‘ i 

. neoprene oil-resistant tube 
ity materials and construction permits 
severe handling of this hose under all (C) Thick 
conditions, and 
service life 


neoprene cover resists sun 
guarantees longer light, weather, abrasion and pe 


troleum products. 
CHECK THESE FEATURES: (¢ 9) em c-viahiclacisle Mm, dia-Mmelgeltlilei-te ME lomalle) 


ples to dissipate static electricity 
A) Carcass has multiple plies of 


neoprene-impregnated he Write Acme-Hamilton Dept. PN91 


Hamilton 
—® 
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Now’s the time to buy a used truck from Mack 


There’s a trend underway among high volume truckers... 
toward shorter, lighter-weight trucks and truck-tractors. 
Long-haul fleets are buying them to take advantage of 
recent liberalization of length and gross weight limitations 
by many states. 

In buying these new models, many fleet operators are 
trading in their present vehicles...some of them in 
almost-new condition. This means that the selection of 
high-value used trucks on our trading lots is wider now 
than in times past. 

So, now is an unusually good time to select the used 
truck you may have been thinking about. It is possible to 
get not only dependable transportation, but first comers 
will be able to select the exact Mack they need — with 
famed Thermodyne® diesel power offered only by Mack. 

The Mack-built Thermodyne diesel is one of the major 
reasons there are twice as many diesel-powered Macks on 
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the road as the next nearest make. . . more than the next 
two makes combined. It’s the reason, too, why Mack has 
been No. | in diesel truck sales for seven straight years. 

Why not call or stop in and see your nearest Mack 
branch or distributor and find out about the fine used 
Macks and other good trucks and tractors he has in stock. 
He'll be glad to handle the financing and insurance for 
you, and your present truck may even serve as down 
payment. Mack Trucks, Inc., Plainfield, New Jersey. 
Mack Trucks of Canada, Ltd., Toronto, Ontario. 


MAC K 


HEADQUARTERS FOR THE FINEST IN 


USED TRUCKS 





from slab to finish in 8B days 


The Conoco station shown in these actual progress photographs is located at Shadow Oaks and 
Gessner in Houston, Texas. Designed and engineered according to Conoco’s specifications and 
special colors, its record short construction time attests to Avoncraft design, engineering and 
prefabrication skills which assure quick opening dates and early volume. 


Other Avoncraft advantages and details are contained in our color brochure ‘Function and Last- 
ing Beauty.” May we send you a copy? 


1 May 18, 1959, 11:00 a.m. 
Concrete slab ready. First 
day of construction com- 
pletes placing of framework 
and wall panels. 


_> May 19,1959,10:00a.m. 
Front bays up, decking on, 
store front columns set. 
Decking on bays. 


3 May 20,1959,8:30 a.m. 
Decking complete on build- 
ing and roof started. Fins, 
panels installed. 


4. May 21,1959, 3:30 p.m. 
Exterior portion facia with 
color panels and glass: in- 
stalled. Building front 
glazed. Roof nearing com- 
pletion. 


Loa May 22,1959,8:45 a.m. 
Virtually complete. Build- 
ing being caulked out and 
cleaned. Crew finishing up, 
preparing to leave job. 


AVON CRAF "T” Porcelain Enamel on Steel Architectural Products 





thats constuction SPEED 6, 
AVONCRAFT 


porcelain enamel “‘package’’ service stations 


FUNCTION AND LASTING BEAUTY built in to the finished : Movability 
product! Here is the Conoco Station in ll its gleaming Lifetime Durability 
beauty, practically ready. Uniformity of design, construc- Maintenance-Free Operation 
; Lasting, Sparkling Color 
tion and color means economy, speed of erection and trade- 


aia ; Structural Strength 
mark identity—so important to marketing strategy. Sasther Resistance 


adivisionof AWONDALE Marine Ways, inc., P.O. Box 1030, New Orleans 8, U. S. A. Tel. UN. 6-4561 





WEST HARTFORD 10 e 


180 








For Dependable Air Service 


If you use compressed air, you'll do better with 
Brunner. The nearly forty jobs in garages, 
service stations and repair shops that depend on 
compressed air are important jobs. Shut-down 
on any one of them is costly . . . and such costly 
shut-down is what Brunner dependability has 
been eliminating since 1906. 

Brunner air compressors are tailored to fit 
your layout in sizes % H.P. through 50 H.P., 
single and two stage models. There are hori- 
zontal, vertical or remote tank jobs for “start- 
stop” or continuous operation. Famous Brunner 
“slow-speed” design cuts wear of moving parts 
for longer life and dependable air supply. 


JUST OFF THE PRESS! Air Compressor 
Pocket-Guide full of facts for correct selection. 


Send for your free Guide today. 
Ask for Form #77]. 


BRUNNER DIVISION 


DUNHAM-BUSH, INC. 


CONNECTICUT e 


U. S.A. 


NEW WATER COOLED ‘inn 
AIR COMPRESSORS jj 
FOR 
BIG AIR DEMANDS 


The new WJ < 1 WK line is designed for 
Truck Service, 10-15 Pit Large Car Dealers, 
Refineries, ~ulk Plants. In sizes from 10 H.P. 
through 30 H.P. Request Bulletin 763 for com- 
plete water cooled air compressor specifications. 


AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 


WEST HARTFORD, ConnEcTICUT + 
MARSHALLTOWN. JOWA «+ 


MICHIGAN CITY, INDIANA 


RIVERSIDE. CALIFORNIA 
. 


ed 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS e@ SUPPLY/DEMAND e@ MARKET OULOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Greater demand for jet fuels, oil’s fastest growing fuel mar- 
ket, is putting pressure on available middle-of-the-barrel distillates. Some changes 
of properties and supply may be in the making. ....... Bic page 183 


Market Outlook: Preseason strength in distillates will help make September home 
fuel-oil prices firm to strong. But gasoline’s position is weak due to an unusual 
SGpa Seen GUNS MUON a ee eet... 


How fo Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 
Supply and demand Market barometer 
Market outlook Key crude oil prices 
Refinery/terminal prices 
STATISTICS Tank-wagon prices 
Petroleum indicators ... Prices in 55 cities 
State gasoline consumption NPN gasoline index 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 








* 
MILLIONS OF BBLS. TE MrNere — anni wee 
an Se ee efinery/Termina 


240-F 
220-+ 4 (¢ per gal.) 


1960+ 1960 1959 

‘sll “s Gasoline 
1607 (regular) 11.96 11.73 11.77 
Kerosine 11.06 10.95 10.65 


- Pape 
140-F- DISTILLATE * Distillate 8.68 8.57 8.64 
120+ Residual 496 499 4.59 
4 principal 
100—7- products 9.32 9.20 9.09 
80- Lube oil 24,40 24.34 21.92 


RESIDUAL * Crude at well 
($ per bbl.) 2.88 2.88 2.92 
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“3 
*Weighted average price, princi- 

pal markets. Crude prices middle 

I of month, not monthly average. 

A tThrough August 12. 
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* Hawaii included from March ’60 on. 


MONTHLY SUPPLY TRENDS 


Primary stocks (Last Day)* August 19607 July 1960 August 1959 


Finished and unfinished gasoline (thous. bbl.) . 191,838 193,325 181,921 
Kerosine (thous. bbl.)** ae 30,055 31,221 
Distillate fuel oil (thous. bbl.)++ 130,401 164,134 
Residual fuel oil (thous. bbl.)+t 43,280 57,855 
Crude oil—B. of M. (thous. bbl.) J 242,584 253,091 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) .. . 8,260 8,081 
Foreign crude included (thous. bbl. daily) 1,085 963 
% of refinery capacity operated : 84.5 83.3 


Refinery Output 
Gasoline (thous. bbl. daily) : 4,239 4,205 
Kerosine (thous. bbl. daily) 368 234 
Disiillate fuel oil (thous. bbl. daily) 1,831 1,804 
Residual fuel oil (thous. bbl. daily) ..................... 828 884 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 6,834 6,766 
* Crude oil imports (thous. bbl. daily) 961 967 


*Hawaii included beginning March 1960. 
+Through August 12, except crude stocks August 6. 
**Includes commercial jet fuel beginning March 1960. 
ttIncludes additional company reporting in 1960. 
Source of Data: API Weekly Reports, except 1959, Bureau of Mines. 


MONTHLY DEMAND TRENDS 
Latest Month Previous Month 


Exports of crude and refined products (thous. bbl.) 6,548 (May) 6,747 
Average station gasoline price, ex tax (¢ per gal.) 21.75 (Aug.) 21.15 
Service station sales—all commodities ($-million) 1,558 (June) 1,504 
+Gasoline consumption (million gal.) 4,929 (March) 4,508 
Service station permits (number) 684 (June)* 656* 
Passenger cars—domestic shipments (thous.) 596 (June) 597 
Trucks and buses—domestic shipments (thous.) 89 (June) 92 
Passenger car replacement tire shipments (thous.) 7,105 (June) 6,542 
Replacement battery shipments (thous.) 1,650 (May) 1,545 
Oil burner shipments (thous.) 34.6 (April) 35.4 


oe 


tExcludes Alaska and Hawaii. *New basis. 
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Supply and Demand 





Jet Fuel: Pressure on Distillates 


Jet fuels, other volume products 
come from same crude-oil slice 


A iy FUELS are today the oil companies’ fastest 
growing fuel market. In the future the supply- 
demand balance for other petroleum products may 
depend on how refiners produce these products. . 

Kerosine-type jet fuels and kerosine components 
for the military jet fuels supplied in the U. S. rep- 
resent the heart-cut of the distillate fractions proc- 
essed from crude oil, the so-called “middle of the 
barrel.” 

To meet future demand and also supply other 
distillate products will require refiners to increase 
their output of the distillate fractions. It may also 
bring changes in the properties of some of the es- 
tablished distillate products. 

The middle-of-the-barrel fractions now provide 
diesel fuel oils, about 600,000 b/d. They are the 
principal source of the distillate fuel oils used for 
heating and other purposes, about 1.2-million b/d. 
They supply kerosine for uses other than jet fuels, 
amounting to around 300,000 b/d, and other prod- 
ucts in small volumes. The middle of the barrel 
also supplies charge stocks (not reported among 
finished products) to refiners’ cracking stills. 

Demand for commercial jet fuels, including that 
for turboprop and turbojet aircraft engines, this 
year will add 100,000 b/d to the demand for dis- 
tillate Military demand, a third of which 
is for kerosine, will be more than 100,000 b/d. 
By 1965 it’s estimated the commercial jet-fuel re- 
quirements from U. S. refiners will be more than 
200,000 b/d, and increasing yearly. Military peace- 
time needs will remain above 100,000 b/d (see 
chart). 

Refiners’ production of kerosine and distillate 


How Jet-Fuel Demand Is Increasing 





Thousand b/d (42-gal.) 
400 T T 





AVIATION 
|. GASOLINE 


7 MILITARY 

/ JET FUEL / 
/ COMMERCIAL 
/ JET FUEL 








0 =——t— J J L 











1950 "52 '54 ‘56 ‘58 ‘60 ‘62 ‘64 '66 








Selected Properties for 
Commercial Jet Fuels 


(From ASTM Tentative Specifications D-1655) 
Type Type Type 
A B A-1 





Gravity, max., ° API 51 57 51 
Gravity, min., ° API 39 45 39 
Distillation temperature, ° F. 
10% evap., max. A 
20% evap., max. eee 
50% evap., max. 450 370 
90% evap., max. so 
Final boil. point, evap., max. 550 ... 
Dist. res., max. % 1.5 1.5 
Dist. loss, % fe...) 35 
Vapor pressure, max., Ib. ee ate 
Flash point, min., ° F. 110 or 110 or 
legal legal 
Flash point, max., ° F. : ee 150 
Pour point, max., ° F. —40.... a ate 
Freezing point, max., ° F. —40 -60 —58 
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The shaded area represents a 10% latitude in estimates for military 
jet fuels. Source: W. S. Mount, Mobil Oil, in a paper presented at 
the 1960 annual meeting of the Society of Automotive Engineers 
(NPN—March p106). 


fuel oils in 1959 was 2,150,000 b/d, approximat- 
ing product requirements (excluding jet fuels). This 
production came from a yield of 26.9% of crude 
oil processed. These yields, of kerosine particu- 
larly, can be increased to help meet the growing 
demand for jet fuels and other distillates. 

The heating oils of the future may include a 
larger proportion of the refiners’ heavier fractions 
processed from crude. The properties of kerosine 
for other uses may be altered to meet the strict 
requirements for kerosine-type jet fuels. 

Tentative specifications for three types of avia- 
tion turbine fuels for commercial aircraft were set 
up in 1959 by committee D-2 on petroleum prod- 
ucts and lubricants of the American Society for 
Testing Materials (see table). 

Type A is a relatively high-flash-point distillate 
of the kerosine type, with a 40-deg. F. freezing 
point. This is used in large volume by commercial 
aircraft for short and medium range. 

Type B is a relatively wide-cut fuel made up of 
kerosine and low-octane gasoline. Its vapor pres- 
sure is from 2 to 3 pounds. As yet it’s used in 
small volumes in long-range operations. 

Type A-1 is a kerosine type similar to Type A, 
incorporating special low-temperature properties. 
It’s used in moderate volumes for long-range 

& 


flights. 





Market Outlook 





Distillates Augur Well 


 bew PRESEASON RALLY in distillates last month augurs well for a firm 
to strong outlook for home fuel oil this month. It’s too bad that the same 
can’t be said for the September market for gasoline. The way gasoline and light 
fuel stocks line up at the Labor Day “hump” tell the story. Refiners carry almost 
4% more gasoline in inventory now than they did last year, 8% less heating oil. 

Higher wholesale gasoline prices have seemingly induced some refiners to “go 
for broke” with crude runs for July and August. Gasoline markets, in general, 
are not in bad shape. But there are some trouble spots. 

Product up to now has been held in firm hands, and many cargoes changed 
title at the Gulf in the peak of the consuming period—and at good prices. But 
it’s natural to expect buyers to resist paying full prices for gasoline after Labor 
Day. And buyers won’t forget that gasoline stocks actually rose last month in- 
stead of declining as they usually do. Also high inventories in the Midwest have 
begun to trouble some refiners a bit. In the Southeast, marketers are asking if the 
too-short period of reasonable stability in prices in the troublesome Carolinas 
and Georgia are turning only into a pleasant memory. Summing up: September 
could have been a good month for gasoline if refinery runs had been held closer 
to the 8-million-b/d mark. 

East Coast Distillates—That 0.5¢ hike in light-fuel prices which was strongly 
expected but then did not materialize, “must” come this month. That’s what re- 
ports in the trade say. But, of course, that’s what the same reports said in August 
and even in July. Lining up the ducks in proper order, however: (1) discounts 
are disappearing on the East Coast, (2) the Gulf Coast refiners have firm price 
ideas for September (they’re apt to hang up on a phone call suggesting a dis- 
count), and (3) the strength shown in tanker rates have knocked Gulf-New York 
parity into a cocked hat. 


Chicago May Lose 91-Octane Gasoline 


Some Chicago gasoline sellers look for 91-octane quotations to go the route 
of 88 and 89 octanes before long—possibly before 1961 bows in. And the reason 
is that it’s costing some of the suppliers money because they’re making 92 or 93 
octane but must meet quotations on 91-octane, regarded as the “representative” 
grade. 


Key Crude Oil Prices (ds of August 15) NPN Gasoline Index 


United States 
California Dealer T.W. Tank Car 
. Wilmington, 31 gravity R (cents per gal.) 
exas 
West Texas sour, 36 gravity ....... 2.79-2.83 August 15 17.93 12.96 
Sr erteineg - y 260297 Month ago 16.45 12.70 
kiahoma sweet,  . Seaearamare .62-2. 
Williston Basin Year ago ... 16.76 13.00 
North Dakota, 36 gravity ......... 2.47-2.87 
Pennsylvania Dealer index is an average of dealer tank wagon 


Bradford, flat prices ex tax in 50 cities. 


Tank car index is weighted average of following 
wholesale markets for regular-grade gasoline, FOB 
refineries or terminals: Oklahoma, Chicago District, 
Persian Gulf, FOB Ras Tanura Minneapolis-St. Paul, California, Philadelphia, Jack- 

Arabian, 34 gravity ............. 1.76-1.90 sonville, Boston and Gulf Coast. 
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PRODUCTS VS. CRUDE GULF COAST 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —7 refinery 
markets and 7 crude producing areas, east of California. 
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Market Barometer 





PRODUCTS VS. CRUDE MID-CONTINENT 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, including California. 








Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN‘s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
Aug. 16. Last previous listing: July 18. 


Motor Gasoline 


Gulf Coast Cargoes 
100 oct. prem... . ax. Yuet 

99 oct. prem... . .12.3754-13.75A 
98 oct. prem... ..12.254-13. 3 
Spar aon -12.8/5& 
95 oct. prem... .. -12.25 
93 oct. id: -ll. 

3 ott. POM... 58 2 x 


90 oct. prem..... As 
87 oct. reg. 10 254.10, 875 


North Texas 


-+ + 16A-16.25 
“8h 
5A-13.75 


oc 13.254-13.5A 
oct. & below. .134 


Z 


geses 
RRRRR 


E 


Boston, Mass. 
Prem. grade 15.1 
Reg. grade 13.1 


Buffalo, N. Y. 
98 oct. prem... ..17.8 
$2 oct. reg... 14.3 


“1 -75A-16,25 
-17.9 os ¥ 
“15.4 a 13.75 
BA 
paren BS, 6 ta) 
prem.....14.5 





Ssee 
RRRRR 


= 


RRR 


‘em. grad 
pete. 


Chicage, I. 

99 oct. prem... 

=. 

97 oct. pr 

92 ockieg. ee 625 

9} oct. reg..... 12.5 
Mich. RNS 
prem... ..15-15.5 

reg. .-- -12.75-13.25 Of City 

98 oct. prem.... 

93 oct. reg... 


California—Les Angeles District 
Rack: 


100 oct. prem.....13.5W-14.5 
98 oct. prem.... BY 


14,75-15 
25 


94 oct. prem.....12W-14.6 
88 oct. reg. 11V-12.65 
84 oct. reg. 10.5W-12.6 


Tank Car: 

Miami, Fia. 100 oct. prem.....13.5W-14.5 

Prem. grade. ....15.65 Pn BY 
é a 


Jacksonville, 
Prem. grade 
Reg. grade 


Reg. grade -14.6 


.-11W-12.65 
Sataneepelie- St Pout, Mien. 10.5W-12.6 
oct. prem... ..16. Tonk Track (400 gl. ) 
98 oct. prem... 1.3-22.3 
ee: 8-17.9 


91 oct. reg 13.93 
88 oct. reg.. 


San Franelsce District 

Tank Truck (488 gal. er more) 
98 oct. prem.... 21.8-22.8 
88 oct. reg... — — 18.3-18.4 


~17.5-18.7 
— 14,5-16.2 


Distillates & Fuels 


Gull Coast Caryoes 
41-43 w.w. kero. 9-10 


Fla. 
14.25A-16.9 
12.254-13.9 


re Mt 2 25W-14.5V 


Tampa, Fia. 
Prem. grade 
Reg. grade 


14.25A-16.8 
12.254-13.8 


c. 
14.25-14.4 
12.25-12.4 


No. 6 fuel, no 
i 16 5A sult. guar...... $2.72 
25A-13.54 an: 
Kerosine, No. 1. .10.2 
(Northern Shpt.) ba 1 
. -15.254-16 SA 
12.54-13.2 


Diesel oil, shore sacksonville, Fla 
: Kerosine, No. 1. .11.1-11.4 
No. 2 fuel....... 10.9-11.2 


--10,9-11,2 


Heavy Diesel, 
bunkers... $3.59 

Bunker C, 
bunkers. .. . $2.30 


hen at re -11.68, 
0. 


fuel 10.43A-10.68, 


Boston, Mass. 
Kerosine, No. 1.. -A0y 10. 3 


no 
sulf, ‘guet 
do barges 


) Prices of some sellers to bulk com- 
" mercial consumers are 0,15¢ higher. 


Shorten, 8. 8. 
Kerosine, No. 1. .10.6 

. 2 fuel. ......8.8 
Diesel oil, 


el, no 
sulf. guar 
do ~~ 
u 


Slee 08.08 
unker C, 
bunkers bunkers. 
Chica Bunker C, 0 
oy ry "io. 1..10.254-11.35 bunkers....... #2. 
fuel. * 5A-10.35 New Y 


No. 5 f l, iow 
> eT farsi, Nox. -10,2.10.8 


No. 5 fuel, high 
ur 


ulf 
No. 6 fuel, high 
ee 7.65A 


eland, Ohie 





Houston, Tex. 
Kerosine, No. 1.. oe. 6 


2 tuet 
Diesel oll, shore 


bunkers... «-$2.30-2.404 plants........10.8 
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otto, Os Group (Northern shpt.) 
" bers. ae ee SA 


Kansas (for Kan. destinations only) 
10.375A-11A 


104-10.125A 
waa 
300-240 

Ark. (For shpt. te Ark. & La.) 


42-44 w.w. 
kerosine. .. .. .. 10.125 


No 2 fuel.......1 


Pittsburgh 

Kerosine 11.05-11.95 

50 cetane Diesel... 10 3-11.45 
’ we 11.05 11.7 

36-40 AE fuel.10.25 


Calitornia—Les Angeles Dist. 

Rack: 

Stove dist. 
PS eae 


j 


fe 
sf 


fT 


PS 200..... . ..7.75-13.8 
Pe 300 bide cies ~ 2.8 
$1.95W-2.35 
& - Tank Trock (498 gm. or mere) 
0-43 wow 


aie STSA-11A ’ 
58 & above di. kerosine. .. .. 19.3 
Stove dist 


Diesel......... . 875 .-10. 125A 
10A-10.5A PS 100........15.8 


Dreset 
PS 200... . 14.3 


HLL 


zr 
i 


+ a eo $4.14 
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Refinery and Terminal Prices 





fuel 
Looe ao I4.8 


Pacific Coast 
Ships’ bunkers, or deep tank low 
San Calif, 
Diesel—PS 200... $5.09 
Bunker C—PS 
400 
Calit. 
--$5.30 
Bunkes C—PS 
400 


‘ash, 
Diesel—PS 200... $5.55 
Bunker C—PS 
400. a a $2. 


Merice 
Ships’ bunkers: US dollars per bbi o 
168 Uters 


_ ae 
Bunker C........ $2.20 
Vera Cruz 

Diesel. .........$4.33 
Bunker C....000.$2.20A 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars of 

lines may originate in any Mid-Con 
— tices on basis of last sale 

° 


Fos o- 3 
Grade 26- 
45¢ 


FOB Breckenridge, Tex. 
ge 26-70 


LP-Gas 


Producers contract prices, tank gars 


.05-8.3 
ra a weed B 
Group 3..... .. 3.5-4 
Baton +» 4,625 


Lubricating Oils 
Western Penna. 

Viscous Neutrats— No. 3 Cel. Vis. at 
70 F. 

BPR Gia mu ase 


Mid-Continent 

FOB Tulsa basis, for domestic shipmen: 
only, t stock, vis. at 210° seutrats, 
vis. at 100° 0-10 p.p. 


Solvent Refined Oils from” Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export 

Bright Stock, vis. at 210 

160-168 vis. 

0-10 p.t. 95 wv... .26 


Neutral he wens 85 v.1. 0-10 p.t 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries fer 
domestic and/or export shipment. 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they Kerosine tank wagon prices also do not in- 
do, however, include inspection fees, amounts clude taxes; kerosine taxes where levied are 
ef which may be obtained by writing to NPN. indicated in footnotes. Discounts, if any, are 
Gasoline taxes, shown in separate column, in- shown in footnotes. These prices in effect August 
clude 4¢ federal, and state taxes; also city and 15, 1960, as posted by principal marketing com- 
county taxes as indicated in footnotes. panies at their headquarters’ offices, but subject 

to later correction. 
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*Com. cons. t.c. prices 0.15¢ higher. i 

Taxes: NYC prices are ex 3% aid sales tax; Syracuse prices ex 2% city sales tax, zs 

Disecunts- Nobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 3C0 gal or more. Mobilfuel Diesel— All points, t.w. less 0.5¢ for deliveries 
of 800 gal or more. 

Netee: Premicm-grade t.w. prices 3.5¢ above r gular. Jamestown tc. prices are delivered, all cher t.c. prices FOB bulk terminals, 
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b—Fair-trade minimum service station price 
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*Prices a) 
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Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna. add 1¢ gal Baltimore, Md. . 
for t.w. deliveries under 150 gal at one time. Camden—Add 1¢ for deliveries of 100-299 Washington, D. C. 1,050 gal minimum 
gal, 2¢ for under 100 gai. Taxes: Louisiana kerosine prices do not include 1¢ state tax, 
Notes: Kerosine/No. 1—Atlantic City and Newark pee are for deliveries of 300 gal 
rere add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
.5¢ above regular. 
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Tank Wagon Prices 





’ Established tank tices are shown below. Some ° 
Indiana temporary oriees ante in effect in one or more localities. Standard of Ohio 
Standard vO 
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~ (a) See below for prices on larger quantities. pee 14.9¢ for 750 gal & over. 
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Nos. 1 & 2 Fuels—Prices 


Notes: 
American F Stanolex Fuel © if: 1-49 gal . 20d 2¢. Premium-grade prices: 
100-399 "ie eal 1-749 760-1499 1,500 ga! 1-1,499 1 oches S.S. prices are at company-operated stations. 
Se fe ee aa 


American Furnace Oi! 
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*Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/Furnace en oe nen ae tte te; all prices are ex-Hawallas 

gross income tax of 0.75% wholesale and 3.5 
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and less than 100 gal trade. Chevron ) prices are 
fer ae anne Ay rh Fo nts except Salt Lake 

chy. 3 Chevron Custom Supreme gasoli 5.5¢ gal higher than Chevron gasoline 


Gasoline taxes: 9 Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gat, 
Netes: Prices are for min. 25-gal. de- as tak boy er dd 00 mah cat over price 5¢ for less than 40 gat 
liveries. Gasoline—Premium- tw. ° 
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1.0 = 16.1 


11.0 15.9 
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Note: Current net prices differ [ares Gasoline taxes are provincial taxes. 
from those listed beeeees of y —~ A pw a Layo ‘ade t.w. 5.0¢ above regular. 
local conditions. *Subject to special allowance. 











fo Figure use our FAST, EASY-TO-READ 


PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


, New Feature: 1000 to 9000 GALS, in 1000 STEPS. | FREE Description on Request 
DEGREE DAY SYSTEMS 39-30Nn seth st. WOODSIDE 77, N. Y. TWining 8-6666 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes are shown below. Figures are in ¢ per gal; (i) and (d) indicate increase or decrease as 

in 55 representative U. S. cities on August 1, 1960 as compiled by National Petroleum News compared with July 1, 1960, Tax col. indicates only motor fuel taxes levied as such. 
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NOW IS THE TIME FOR 

oil marketing equipment and TBA 
ADVERTISERS WHO MISSED 

this year's NPN FACTBOOK issue 
TO TAKE STEPS TO SEE 

THAT IT DOESN'T HAPPEN AGAIN 
(make notes, write memos, telephone, 
advise agency, do something) 

The 7th annual NPN FACTBOOK issue 
to be published in mid-May 1961 
closes for advertising April 15th, 1961. 
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Gasoline Markets 





Gasoline Consumption by States, March, 1960 
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t are State tax rates per gallon. In addition there ts the Federal Tax’of four cents (4¢)’per’galion."” ’ 
* Includes actual reported gallonage, plus estimate of non-taxable gallonage for which{separate figures are no longer reported beginning January 1960. 











Marketer of Petroleum Products 
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Sydaey, N. S. Beston STOC KS 


‘y 7 
WUGHITIE 











eS 


This is Your Market Place ~~ bricant 


Write today for Advertising Spece Rotes Kerr eee 

err-McGee 

GASOLINE cepacia tenant aes NATIONAL PETROLEUM NEWS Oklahoma City, Olle. 
wiers nee: STE 330 West 42nd St., New York 36, N. Y. CE 6-1313 




















September, 1960 * NATIONAL PETROLEUM NEWS 





Coming Meetings 





Off Trades Assn. of New York, annual 
summer golf —_ Westchester Country 
Club, Rye, N. Y., Sept. 8. 


»Florida LP-Gas Assn., annual meeting, Ho- 
tel Robert Meyer, Jacksonville, Sept. 11-13. 


New Mexico Petroleum Marketers Assn., 
annual meeting, Western Skies Hotel, Albu- 
querque, Sept. 11 (preceding NMPIC). 


New Mexico Petroleum Industries Com- 
mittee, annual meeting, Western Skies Hotel, 
Albuquerque, Sept. 11-13. 


Missouri Petroleom Assn., Columbia Coun- 
try Club, Columbia, Sept. 12. 


API Marketing Division, lubrication com- 
mittee meeting, Hotel Traymore, Atlantic 
City, Sept. 14. 


Florida Petroleum Marketers Assn., semi- 
annual m Barcelona Hotel, Miami 
Beach, Sept. 14-16. 


National Petroleum Asm., annual meeting, 
Hotel Traymore, Atlantic City, Sept. 14-16. 


tions oe Henning How Casper, 
oming, Sept. 14-15. wr 
Michigan Petroleum Assn., semi-annual 
meeting, Grand Hotel, Mackinac Island, 
Sept. 15-17. 

Ohio Petroleum Marketers Asm., fall con- 
ference and golf tournament, Netherland 
Hilton Hotel and Meketewah Country Club, 
Cincinnati, Sept. 20-21. 


Desk & Derrick Club, 9th annual conven- 
tion, Sheraton-Cadillac Hotel, Detroit, 
Sept. 23-24, 

North Carolina LP-Gas Assn., annual 


mecting, Hotel Sir Walter, Raleigh, Sept. 
11-13. 


Iowa LP-Gas Assn., semi-annual meeting, 
The New Inn, Okoboji, Sept. 23-24. 
Pennsylvania Petroleum Assn., annual meet- 
ing, Pocono Manor Inn, Pocono Manor, 
Sept. 25-27. 

Mississippi Oil Jobbers Asm. and Alabama 
Petroleum Jobbers Assm., fall convention 
and trade show, Buena Vista Hotel, Biloxi, 
Sept. 25-27. 

Independent Off Compounders Asm. an- 
nual meeting, Hotel Moraine on the Lake, 
Highland Park, Ill, Sept. 25-27. 

Georgia Oil Jobbers Assn., fall convention 
and golf tournament, Radium Springs, Al- 
bany, Sept. 26-27. 

Virginia Petroleum Jobbers Assn., semi- 
annual meeting, Hotel Roanoke, Roanoke, 
Sept. 26-27. 


Virginia Of Men’s Asm., Hotel Roanoke, 
Roanoke, Sept. 28. 


OCTOBER 


API Marketing Division, operations and 
engineering committee meeting, Hotel Sham- 
rock, Houston, Oct. 3-5. 


Colerado Petroleum Marketers Assa., 6th 
aznual convention, Colo- 
rado Springs, Oct. 9-11. 

North Carolina Oil Jobbers Assn., semi- 


annual meeting, Grove Park Inn, Asheville, 
Oct. 9-11. 
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Tennessee Oil Men’s Assn., fall convention, 
Andrew Jackson Hotel, Nashville, Oct. 9-11. 


American Petroleum Credit Assn. and 
Assn. of Eastern Petroleum Credit Man- 
agers, annual meeting, Roosevelt Hotel, New 
York City, Oct. 10-12. 


API Marketing Division, marketing re- 
search committee meeting, Baker Hotel, 
Dallas, Oct 10-12. 


Indiana Independent Petroleum Assn., an- 
nual fall convention and trade show, Hotel 
Severin, Indianapolis, Oct. 10-11. 


South Dakota Independent Oil Jobbers 
Assn., annual convention, Marvin Hughitt 
Hotel, Huron, Oct. 12-13. 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 13. 


Empire State Petroleum Assn., Hotel Astor, 
New York City, Oct. 16-18. 


National Assn. of Oil Equipment Jobbers, 
annual meeting and trade show, Sheraton- 
Jefferson Hotel, St. Louis, Oct. 16-18. 


American Society of Mechanical Engineers 
and American Society of Lubrication Engi- 
neers, joint lubrication conference, Statler 
Hotel, Boston, Oct. 17-19. 


Fuel Merchants Assn. of New Jersey, annual 
meeting and trade show, Hotel Haddon Hall, 
Atlantic City, Oct. 19-21 


Nebraska Petroleum Marketers, annual 
meeting and trade show, Sheraton-Fontenelle 
Hotel, Omaha, Oct. 18-19. 


Burning Oil Distributors Assn. of Chicago, 
annual fuel oil symposium, Grand Hotel, 
Point Clear, Aia., Oct. 23-27. 


Independent Petroleum Assn. of America, 
annual meeting, Statler Hilton Hotel, Dallas, 
Oct. 23-25. 


North American Gasoline Tax Conference, 
LaSalle Hotel, Chicago, Oct. 23-26. 


Society of Automotive Engineers, national 
transportation mecting, Hotel Leamington, 
Minneapolis, Oct. 25-27. 


Oil Trades Assn. of New York, 45th annual 
banquet, Waldorf-Astoria Hotel, New York 
City, Oct. 26. 


Assn. of American Battery Manufacturers, 
annual meeting, Palmer House Hotel, Chi- 
cago, Oct. 27-29. 


National Lubricating Grease Institute, annua‘ 
meeting, Edgewater Beach Hotel, Chicago, 
Oct. 31-Nov. 2. 


Petroleum Packaging Committee, Packag- 
ing Institute, 22nd annual national packaging 
forum, Statler-Hilton Hotel, New York 
City, Oct. 31-Nov. 2. 


NOVEMBER 


Society of Automotive Engineers, national 
fuels and lubricants meeting, The Mayo 
Hotel, Tulsa, Okla., Nov. 3-4. 


National Oil Jobbers Council, Morrison 
Hotel, Chicago, Nov. 9-12. 


API Marketing Division, annual 
Congress Hotel, Chicago, Nov. 14-16. 


American Petroleum Institute, 40th annual 
meeting, Conrad Hilton Hotel, Chicago, Nov. 
14-16. 


Mississippi LP-Gas Dealers Assn., semi- 
annual fall meeting, King Edward Hotel, 
Jackson, Nov. 20-21. 


American Society of Mechanical Engineers, 
annual meeting, Statler Hilton Hotel, Nov. 
27-Dec. 2. 


Interstate Oi] Compact Commission, annual 
meeting, — Ho Hotel, Phoenix, Ari- 
zona, Dec. 5-7 


Private Truck Counell of America Ine 
ee Se ee Coliseum, 
New York City, Dec. 5-8. 


Iowa LP-Gas Assn., itinin conference, 
Hotel Kirkwood, Des Moines, Dec. 12. 


Oil Industry TBA Group, annual meeting, 
Chase-Park Plaza Hotels, St. Louis, Dec. 
12-13. 





Illinois Petroleum Marketers Assn., 
Robert Allerton Park, Monticello, Sept. 
11-14, 


National Tank Truck Carriers, Pur- 
due University, Lafayette, Ind., Sept. 
13-16. - 


South Carolina Oil Jobbers Asm., Uni- 
versity of South Carolina and Wade 
Hampton Hotel, Columbia, Sept. 27- 
28. 


Iowa Independent Oil Jobbers Assn. 
State University of Iowa, Dodge City, 
Oct. 17-19. 





MANAGEMENT INSTITUTES 


Pennsylvania Petroleum Asm., Penn 
State University, University Park, Oct. 
23-25. 


Oil Heat Institute of America, in con- 
junction with board of directors meet- 
ing, aboard S. S. Queen of Bernmda, 
Oct. 29-Nov. 4. 


Louisiana Oil Marketers Assn., Louisi- 


ana State University, Baton Rouge, 
Nov. 10-12. 


Alabama Petroleum Jobbers Amu., 
Louisiana State University, Baton 
Rouge, Nov. 16-17. 
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SWEETEST Jam 


oO’ EVER 
i 


WILL BE THE TRAFFIC CREATED FOR YOUR DEALERS BY 
THE BIG NEW DELCO BATTERY CONSUMER CONTEST! 


It happens in September and October . . . be sure your dealers are ready for 
it now! It’s the huge Delco Battery Hollywood TV Contest, backed by the biggest 
advertising and promotional budget ever put behind a two-month special 


battery promotion. 


Fabulous prizes for consumers will build dealer traffic . . . because every con- 
testant must have his battery checked to enter. And remember, it’s a proven 
fact that for every ten batteries checked, there’s a battery sold. 


Be sure your dealers have Contest Entry Blanks and the colorful Window 
Poster that ties in directly with this big new national promotion . . . and are 
well stocked with Delco Dry Charge Batteries to reap the top profits. 





FACTS ABOUT DELCO BATTERY HOLLYWOOD TV CONTEST 


p F A LER Battery dealers who validate entries (after 


battery check) of the two Grand Prize 


PRIZES winners each receive $2,000.00 in cash. 


, in a ae ae ae ae ae ae ae ae ae ae ae aes 





* *& * CONSUMER PRIZESx x x 


GRAND PRIZES 


Expense-paid trip for two to Hollywood ; winners appear 
on one of Deico’s two new TV shows; 7 days for two 
in Hollywood luxury hotel; night on the town with TV 
stars—PLUS $2,000.00 CASH! 


HEAVY 





110 ADDITIONAL CASH PRIZES 


second prize third prize 
winners winners 
$12.000.00 cash each! 8500.00 cash each! 


y | agp fourth prize winners 


$100.00 cash each! 
> > a> a> ab ab ab ab ab ab ab ab ab ae ae 4 
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easy to 
enter 


Contestant completes jingle on entry 
blank, which dealer validates after 
battery check. This battery check 
opens way to sale of new battery, 
other TBA and service items, builds 
profitable extra traffic! 





PROMOTION 


Contest advertised in LIFE, LOOK, 
THE SATURDAY EVENING POST, 
MECHANIX ILLUSTRATED, POPU- 
LAR MECHANICS, POPULAR SCI- 
ENCE, EBONY. Will reach 36,600,000 
readers during September. Will be 
viewed in October by 62,000,000 on 
national TV. Local outdoor posters 
and local television across the coun- 
try, local dealer tie-in material. 





DELCO 


BATTERY 


DELCO 


BATTERY 


DELCO 


BATTERY 


Km KKK KK Ka Kh KKK 


DELCO BATTERIES ARE ANOTHER RELIABLE GENERAL MOTORS PRODUCT... 
MANUFACTURED BY DELCO-REMY DIVISION, DISTRIBUTED NATIONALLY THROUGH 


Pus) 
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TASK- 
DESIGNED 


Task-Designed seamless Crown Spra-Tainers* bring both 
attractive appearance and top performance to the boom- 
ing aerosol paint market. Crown aerosols are available in 
sizes from 6 to 16 ounces. You can count on Crown, the 
pioneer and largest producer of aerosol cans, for out- 


standing lithography, dependable quality, and greatly 
increased facilities Task-Désigned to serve you better. 


Take advantage of Crown’s many years of widely varied 
experience in the aerosol field. We will be glad to send you 
further information. 


*Only Crown manufactures both fabri- 
cated and seamless aerosol containers. 


Q OW for cans - crowns - closures - machinery 
CROWN CORK & SEAL CO., INC., 9300 Ashton Rd., Philadelphia 36, Pa. 
194 
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Birkin: Checking the feed bills 


KENNETH W. BIRKIN has seen one 
era pass and another one begin in 
his 40 years in Sinclair Refining Co.’s 
motor vehicle department. 

Birkin started with Sinclair as a 
motor vehicle clerk in 1920, when the 
company was just three years old. In 
those days, all deliveries were made by 
horse-drawn drays, and Birkin’s chief 
job was checking the feed bills. 

Now, as retiring manager of the 
motor vehicle department, he repre- 
sents one of the last members of a 
generation whose careers have par- 
alleled the histories of their companies. 

On the Move—Born in Charles 
City, Iowa, raised in Oak Park, IIl., 
and educated at Cornell University in 
Ithaca, N.Y., Birkin has always been 
on the move. He’s been stationed all 
over the eastern seaboard and the 
Midwest, in such cities as Chicago, 
Wichita, Kansas City, Memphis, Jack- 
sonville, and Atlanta. He got married 
on the day he reported for work at 
Sinclair’s New York office in 1933. 

Birkin is a member of the Society 
of Automotive Engineers and the 
American Petroleum Institute. He’s 
been in API for 20 years, and on its 
operations and engineering commit- 
tee since its inception. 

A tall man with a friendly smile and 
a firm handclasp, Birkin still finds time 
for hobbies and crafts. He and his 
wife are rebinding their large library 
of books left them by each of their 
families. Another form of relaxation 
for him—almost a busman’s holiday 
—is making model cars. 

Post-Retirement Plans—Birkin is 
toying with the idea of teaching math 
in a small college, but nothing is 
definite yet. For the time being he 
wants to enjoy his new home in Ashe- 
ville, N.C. “We chose Asheville be- 
cause it’s within a 1,000 mile radius 
of New York,” Birkin says. “We have 
our own home in a small town, yet 
we're close enough to New York so 
we can see our old friends ... ” 


Holden: Plans second retirement 


JOHN HOLDEN, president of Atlan- 
tic Terminal Sales Corp. of Newing- 
ton, N. H., (see p 140) is nearing the 
end of his second career in oil mar- 
keting. He plans to take retirement 
soon. 

He “retired” about 33 years ago 
when he sold his jobbership, Holden 
Oil Co. in Manchester, N. H., to his 
supplier. Holden was a Shell jobber 
then; “the first Shell jobber in the 
East,” he says. At that time his job- 
bership covered the entire state. “I 
had nine bulk plants, 65 dealer ac- 
counts, and also sold heating oil,” he 
recalls. 

Twenty-six years ago, Holden called 
a halt to his early retirement and 
started Atlantic Terminal Sales Corp. 
He operated as an independent for 
three years and went branded, becom- 
ing a Gulf wholesale jobber through 
his barge plant. 

That arrangement lasted until about 
a year ago when, getting ready for his 
second retirement, Holden sold his 
interest in the terminal operation to 
C. H. Sprague Co. and changed from 
Gulf to Shell. 

Holden says he could have sold his 
barge plant many times to majors but 
he turned down all offers. His big 
reason: His loyalty to his employees, 
because they’ve been loyal to him. 
“If I sold to a major, I think they 
would replace most of my employes 
with union people,” he says. “I don’t 
want that to happen. My employes 
have been loyal to me. I’ve had less 
than 1% personnel turnover since I 
started this business. 

“My youngest employe in length of 
service has been with me 16 years,” 
Holden says. 

A native of Lynn, Mass., Holden 
has spent most of his business life in 
New Hampshire. Although he flew 
airplanes in World War I as a captain 
in the fledgling Army Air Corps, 
Holden prefers to use commercial air- 
lines now instead of trying it himself. 


September, 1960 + NATIONAL PETROLEUM NEWS 


About Oil People 





ji F CANTOM 
f. SONS 


D’ Antoni: Fifty-year milestone 


FIFTY YEARS with Gulf is_ the 
golden milestone just passed by John 
F. D’Antoni, 68, who started as a 
clerk in Natchez, Miss., in August, 
1910. A year later he became a sal- 
aried agent, and in 1929 he turned 
distributor. 

Since 1929 he has tripled his vol- 
ume, which now runs about 180,000 
gal. of light oils a month. Active in 
community affairs, D’Antoni is an Elk, 
a Grand Knight in the Knights of Col- 
umbus, a former Rotarian, vice presi- 
dent and director of the Natchez 
Building and Loan Assn., director of 
Button and Koontz National Bank and 
past president of the Association of 
Commerce. 

With him in the commission dis- 
tributorship is John F., Jr., 34, Notre 
Dame graduate who entered the busi- 
ness in 1953 after working as a Gulf 
Oil lube engineer in New Orleans. 


McGranahan: “Prudence and caution” 


RAYMOND D. McGRANAHAN, 
new president of Wilshire Oil Co., re- 
cently acquired West Coast subsidiary 
of Gulf Oil Corp., doesn’t expect to 
make any immediate changes in oper- 
ations and personnel. Instead of firm 
plans for the company, he has some 
well-defined hopes. 
The 46-year-old Pennsylvanian 
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didn’t come with Gulf until 1948. 
After his graduation from Harvard 
School of Graduate Business Admin- 
istration in 1940, he went with the 
National Refining Co. in Cleveland. 
In 1946, he became assistant to the 
president of United States Pipeline Co. 
Two years later he joined Gulf in the 
same capacity. 

Rapid Advance—He became direc- 
tor of coordination in 1953, a vice 
president in 1954, and administrative 
vice president in 1958. That’s the post 
he now leaves for the Wilshire job. 

As president, he says the keynote to 





any plans for expansion will be “pru- 
dence and caution.” No major acquisi- 
tions are planned, and any increase in 
Wilshire’s 750 outlets in California, 
Arizona, and Nevada will proceed 
“gradually.” 

Well-defined Hopes—As for “down 
the road” hopes, McGranahan lists 
four “in their probable chronological 
order.” 

He wants to see Wilshire’s 35,000- 
b/d refinery modernized, with a view 
to beefing up gasoline output at the 
expense of middle- and lower-barrel 
products. 


oe RULE FOR FUEL... 
Where You move tt, 
ORY CLEAN 17 /" 





BOWSER FILTER-SEPARATORS 


At New York International Airport, and for the 
new Dulles installation, Bowser equipment is 
specified for protection against solids and 
water contamination of aircraft fuels. Used at 


unloading points, in bulk storage areas, on 
pipelines, and loading racks or hydrant 
systems, Bowser units remove all traceable dirt 


and water. 


Bowser Filter-SSeparators used at 
Idlewild are identical in design 
and function to those specified 
and approved by the military. 
Photo shows six 1200 G.P.M. 
units at Idlewild bulk plant site. 


BOWSER EQUIPMENT MEETS MILITARY REQUIREMENTS 


Bowser Filter-Separators are available as manual 
and fully automatic equipment for tank farms, bulk 
transfer and airport hydrant systems. Available in 
metal to specifications for gasoline, kerosene, JP-3, 


4 and 5 low-dyne fuels. 


BOWSER INC. 
Fort Wayne, Ind. 


NATIONAL 





After that, he wants Wilshire to take 
a close look into the possibility of en- 
tering the petrochemical market on the 
West Coast. 

In the more distant future, Mc- 
Granahan hopes there will be an ex- 
tension of Wilshire outlets into Wash- 
ington and Oregon. 

Eventually, he hopes the Wilshire 
label will change to the Gulf flag, but 
he can’t hazard a guess as to when 
that might take place. 


NEWS NOTES 





H. B. Brown has 
been named admin- 
istrative vice presi- 
dent of Gulf Oil 
Corp. He succeeds 
R. D. McGranahan, 
who recently be- 
came president of a 
new Gulf subsid- 
iary, Wilshire Oil 
Co. (see above). 
Brown, who was 
most recently gen- 
eral coordinator of 
the transportation department for Gulf, 
will continue to direct the transportation 
department along with his other duties. 

A native of Delaware, Brown joined 
Gulf in 1950 as a member of the execu- 
tive department, concerned primarily 
with marine matters. After the transpor- 
tation department was established, he be- 
came marine coordinator in 1955. He 
will continue to be headquartered in the 
company’s home office in Pittsburgh. 


Brown 


Five Tidewater 
Oil Co. marketing 
employes have 
been named to new 
managerial posi- 
tions on the West 
Coast. 

W. B. Dubin, 
formerly Sacra- 
mento district mar- 
keting manager, is 
now retail sales 
manager. E.C. 

— Heinz succeeds him 
in Sacramento. G. A. Hill, previously dis- 
trict marketing manager in Oregon, as- 
sumes a similar post in Washington. 
R. W. Bridgeman succeeds Hill in Ore- 
gon. He was formerly assistant district 
marketing manager in Los Angeles. 


Lion Oil Co., division of Monsanto 
Chemical Co., has consolidated its two 
marketing department sales sections under 
one sales director. L. D. Sullivan, former 
director of Lion-brand sales, will ad- 
minister the operations and sales func- 
tions of both Lion-brand and _private- 
brand retail sales. Frank C. Graves will 
be manager of private-brand retail sales 
under Sullivan. D. J. Hartnett, former 
director of private-brand retail sales, has 
resigned from the company. 


PETROLEUM NEWS * September, 1960 





Smart merchandisers are finding they can in- 
crease gallonage to consumer accounts by up- 
grading customers with Tokheim Electric 
Power Pumps.These top value dispensers nail 
down good customer relationships, encourage 
larger volume; save by permitting larger drops, 
less service and maintenance expense. 

With Tokheim Power Pumps to offer your 
customers, you can be assured they are getting 


General Products Division 


TOKHEIM CORPORATION 


Up-grade your consumer accounts with this 


OP PUMP VALUE! 


TOKHEIM MODEL 86-D 
ELECTRIC POWER PUMP DELUXE 


Other models available 


the best. Handsome, weather-resisting, red 
enamel housing with bright metal trim; 14 
gallons per minute delivery through a self- 
priming, rotary vane type pump. Tokheim 
meter with horizontal counter, 10 feet of hose, 
nozzle and many other features. Starts and op- 
erates on as little as 70 volts. Order a supply 
today and be ready for the big season 
just ahead. Call your Tokheim representative! 


SYMBOL OF EXCELLENCE 


1650 WABASH AVE. FORT WAYNE 1, IND. 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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GREASE MARKETERS CAN PROFIT FROM 
INTERNATIONAL’S NEW RESEARCH LABORATORY 


Quality and dependable performance 
are prime requisites of grease marketers 
who value the integrity of their brand 
names. 
‘With Research Comes Quality—With 
Quality Comes Leadership” is more than 
a slogan with the folks at International. 
The recently expanded research 
laboratory, containing the most com- 
plete and advanced testing equipment 
to be found in the field of grease manu- 
facture, is another example of how 
International is intensifying its efforts 
to further improve products which will 
tee keep present customers happy and 
we a attract new ones. 
Testing a wheel bearing assembly to see how well the grease has 
maintained its original quality under simulated operating con- 
ditions. For 30 years International has pioneered in this “actual 
usage” type of experiments. 


A view of the Grease Analytical Section of International’s Main Laboratory where greases are analyzed for 
percentage and type of soap and oil. 


INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 


Manufacturers of top quality lubricants: Aviation + Industrial » Automotive « Marine 


With Research Comes Quality, With Quality Comes Leadership 
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its becoming the main subsidiary of 
Standard Oil Co. of Indiana (NPN— 
August p181). 

The administration, law, employe and 
public relations, and research and devel- 
opment departments will report to presi- 
dent L. W. Moore, who continues as 
chief executive officer of American in 
the reorganization. 

The manufacturing, marketing, and 
supply and transportation departments 
will report to executive vice president 
F. Cushing Smith, now general manager 
for the affiliated Standard of Indiana. 

2 

Ralph Becker, who retired in April 
as managing director of the Oil Heat 
Institute of America because of ill health, 
is now at his home in Westerly, R.L. 
He and his wife have opened an antique 
shop in an old barn which had been 
standing on the property since 1740. 
Later on in the year, Becker hopes to 
begin some writing. 
oe 

Paul A. Tanner 
is now marketing 
vice president for 

Skelly Oil Co. He 

has been general 

manager of mar- 
keting since late 

1959, when he suc- 

ceeded Don H. 

Miller who was 

made president. 

Tanner joined 

Skelly in Omaha, 

Neb., and moved 
up to become office manager of the 
Omaha division in 1944. He held various 
positions in Omaha and Kansas City, 
until he was appointed assistant sales 
manager of petroleum products in 1958. 

A tall, easy-going Nebraskan who is 
fond of sports, Tanner is married and 
has three children in their teens. 


Tanner 


7 

Sterling Wooten, Shell jobber in Golds- 
boro, N. C., held open house at the new 
quarters of Wooten Oil and Fuel Co. 
at the end of June to celebrate the dedi- 
cation of his new bulk plant. During the 
celebration, Wooten was presented a 
diamond-studded tie clasp by Shell Oil 
Co. in recognition of 30 years’ affiliation. 

» 

Raymond M. Miilu has retired as spe- 
cial representative to Standard Oil of 
California’s wholesale sales region after 
42 years of service with the company. 

Miilu has held a variety of administra- 
tive positions with Stancal, including serv- 
ice with two of its subsidiaries. From 
1944 to 1947 he was vice president of 
California Commercial Company in New 
York. He will continue in the business 
world after his retirement in association 
with an investments securities firm in 
San Francisco. 


« 

K. W. Holstad, Spokane regional man- 
ager for Standard Oil Co. of Calif., has 
retired after 43 years with the company. 
He joined Standard in 1917 as a clerk 
in the Seattle office, and advanced through 
a number of sales and managerial posi- 


tions in Washington and Oregon, He as- 
sumed his most recent position in 1955. 
* 

Three new members have been named 
to the general committee of the American 
Petroleum Institute. They are: Calvin 
Houghland, president, Direct Oil Co., 
Nashville, Tenn.; G. A. Olsen, president, 
Sunland Ref. Corp., Fresno, Calif.; and 
J. W. Green, domestic marketing vice 
president, Texaco Inc., New York. 


. 
Kerr-McGee Oil Industries Inc. has 
announced a_ reorganization of its 
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branded maricting department. 

In the change, two new assistants to 
the vice president have been appointed. 
R. B. Heuring, formerly branded sales 
manager, and L. D. Clark, previously 
manager of training and development, 
are now assistants to W. H. Doyle, mar- 
keting vice president for Kerr-McGee. 

Heuring will represent Doyle on spe- 
cial assignments with regional and dis- 
trict managers and at state jobber meet- 
ings. E. F. Jabara, formerly service-station 
supervisor, reports to Heuring as TBA 
manager. 





luincy is 
to do more jobs better! 


Low-cost durability ? 


BUILT 





QUINCY has it in every precision- 


engineered part, to give you longer service for the greater 
number of air jobs you’re doing these days. 
The length of time QUINCY COMPRESSORS have been serv- 


ing the automotive industry proves that they're built to last 
built to give you the most for your compressor investment 


Yuincy 


SEE THE NEW "Q-LINE” NOW! 
—a complete line of tank- 
mounted compressors from 1 to 
90 CFM for all requirements. 


QUINCY COMPRESSOR CO., Quincy, Illinois 


Makers of the World's Finest Air Compressors 
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Clark continues to manage the de- 
partment’s training and development 
program. In addition, he assumes greater 
responsibility for the administrative 
functions of the department. 

Kerr-McGee’s six sales districts have 
been divided into two regions in the re- 
organization. P. O. Morgan, manager of 
the northern sales region, now super- 
vises the Des Moines, Minneapolis, and 
Fargo sales districts. The manager for 
the southern sales region, when ap- 
pointed, will have charge of the Okla- 
homa City, Chicago, and Memphis sales 
districts. 

* 

J. Wayne Hinds has been named gen- 
eral manager of Vigor Oil Co. Ltd., an 
affiliate of Murphy-Canada Oil Co. 
Formerly with Frontier Ref. Co. as man- 


ager of wholesale and retail sales in 
eastern Nebraska, he will now be head- 
quartered in Oshawa, Ont., Canada. 

o 

Horace W. McKim moves to Los An- 
geles from Texas as district manager of 
Humble Oil & Refining Co. Joe Lawrence 
Spivey, formerly with Humble’s market- 
ing department in Houston, also trans- 
fers to Los Angeles. 

* 

Francis C. Haviland, division manager 
for Cities Service Oil Co., has been 
elected chairman of the New Jersey Petro- 
leum Industries Committee, succeeding 
Case Wilbourn of Esso Standard. Elected 
vice chairman was Charles Mead Jr., 
district manager for Shell Oil Co. at 
Trenton. 

* 





“MY DISTRIBUTOR SWITCHED TO RICHFIELD — 
NOW I’M TOP MAN ON THE TOTEM POLE!’ 


Your Dealers — and you —can be top men in your town when 
you become a Richfield Distributor. You'll get the very highest 
quality in products, in merchandising, in advertising and in 
supplier help and cooperation. PLUS the exclusive benefits of 
this unwavering policy: Richfield does not market its branded 
products in competition with Richfield branded distributors. 
Like to talk it over? Call or write Richfield now. 


Serving the Eastern Seaboard from Maine to Florida 


RICHFIELD 
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OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17,N.Y. 





John Harper, president of Harper Oil 
Co., has been elected chairman of the 
board of trustees of the Petroleum In- 
dustry Research Foundation. He suc- 
ceeds the late Harry B. Hilts. 

* 


Joe W. Perry is now executive vice 
president of Pauley Stations Inc. He will 
be in charge of the company’s plans to 
market petroleum under the Pauley 
name. Perry was formerly marketing 
manager for Tidewater Oil Co. in New 
York, and since 1957 was with Hancock 
as sales manager in Los Angeles. 

e 

James E. Moss, director of the Ameri- 
can Petroleum Institute’s division of 
transportation, has retired after heading 
the division for 14 years. B. H. Lord, 
formerly associate director of the divi- 
sion, succeeds Moss. 


* 

Dr. Alexander Lewis Jr., formerly 
manager of Gulf Oil Corp.’s petrochemi- 
cals department, has been elected a vice 
president of the company. In his new 
position, he will continue to direct Gulf’s 
petrochemical interests. 

* 

A. S. Turner, Gulf distributor in 
Chestertown, Md., was presented a gold 
plaque to commemorate 50 years as an 
independent distributor for Gulf. 

Turner started out in the oil business 
in 1910 with his father in Kent County, 
Md. At that time, they sold gasoline for 
8¢ gal. in 5-gal. cans, using a hose to 
siphon it out of steel drums. 

B. R. Lawlor, Gulf division manager 
of retail and jobber sales, made the 
presentation. 

e 

Cyril F. Mar- 
tineau is now man- 
ager of Shell Oil 
Co.'s sales promo- 
tion-advertising de- 
partment, succeed- 
ing Donald C. 
Marschner. _ For- 
merly Michigan di- 
vision manager, 
Martineau has been 
with Shell since 
rt 1932, when he be- 
came an inspector 

in the Martinez, Calif., refinery. 

He served in various sales positions 
until 1940, when he took a five-year 
leave of absence for military service. He 
has since been district manager in Cal- 
ifornia, assistant to the marketing vice 
president, sales manager in the New York 
and Michigan divisions, and special as- 
sistant to the general manager of mar- 
keting. 

Marschner will now direct Shell’s 
long-range marketing studies as man- 
ager of consumer research. 

+ 

Eight American oil executives left for 
Russia last month to tour Russian oil 
fields, refineries, and research installa- 
tions. Arrangements were made for the 
visit by API, under the East-West ex- 
change program sponsored by the De- 
partment of State. Later on in the year, 
the State department hopes to arrange a 
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SERVE MORE FUEL OIL CUSTOMERS 
BETTER...with GREATER PROFIT 


from FUELOADER 
truck tanks 


MASTER-CRAFTED BY 


CTIA. 


FUELOADER fuel oil truck tanks mean greater profit 


HERE’S EVERYTHING 

YOU NEED 

FOR FAST, 

EASY SERVICE 

Mechanical or hydraulically 
driven positive or centrif- 
ugal action pump produc- 
ing up to 70-80 GPM 
throughout delivery reduces 
time per stop for increased 
deliveries per day. Com- 
poct meter features auto 
stop and ticket printing de- 
vices if desired. Remote 
controls located accessibly 
on rear platform operate 
clutch, throttle and power 
take off. 


Columbian 3-Point 
Support Gives 
Smoother Ride, 
Protects Tank 


Only Columbian offers this safer driving, 
better balanced, tank-saving feature. Tank 
rides on single pivot at front, is anchored 
at rear on each side. Load stays balanced 
while tank shell is protected from road 
shocks and twisting strains. 
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through minimum investment, low operating cost, and 
faster, easier deliveries to your fuel oil customers. 
FUELOADER makes it easy for your driver to serve 
more customers per- day. 


One-way or narrow streets or alleys are no problem 
for Columbian’s efficient FUELOADER.. Its convenient 
rear-platform mounting gives you immediate and unob- 
structed access from either side to all servicing equip- 
ment—including electric-drive hose reel and single-door 
meter cabinet with hose rollers on top. In addition, the 
functional lightweight FUELOADER gives you rela- 
tively bigger payload on a short wheelbase. 
Master-Crafted Columbian FUELOADERS are avail- 
able in 2,000-gallon capacity with three compartments 
from Kansas City or Chicago stock. Other sizes custom 
fabricated to order. 


There’s a Columbian dealer near you. Find out now how 
you can drive your truck in and, in a short time drive 
away with a new Columbian FUELOADER—ready for 
business. Fill out and mail the coupon below today. 
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COLUMBIAN truck tank with exclusive 
3-point support, stays level despite 
road. 


COLUMBIAN STEEL TANK CO 
P.O. Box 4048-1 


Columbian’s new FUELOADER may be what I’m looking for. Please send 
the details immediately. | understand I’m under no obligation whatever, 


CONVENTIONAL cradle - mountéd 
strapped-down tank must follow every 
straining twist of chassis frame. 


Kansas City, Missou 


NAME 





ADDRESS 





CITY 
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NEW TWO-WIRE SUPERVISORY CONTROL OF PUMPS AND VALVES 


COSTS LESS AND PERFORMS BETTER THAN MULTI-WIRE SYSTEMS 


Series 88 re 

Uislh an celame)siaslomaaten: 
provides two-status 
fore }ahaqe) M10 lets mr: t-ame) 8 
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i SINGLE WIRE 


Series 3 
unit for v 
ators pr 
three-posit 
trol 


Tale! 


LV : , : : : 
The Varelectric 880 Series provides direct, instantaneous VARELECTRIC ofters these advantages: 


control of pump motors, valve operators and similar ECONOMY: Saves from 75% to 85% of field 


electrically-operated equipment, while continuously wiring costs. ..uses two wires instead of many. 


‘ thee UN; RELIABILITY: Uses continuous, well-filtered, 
supervising and indicating the status of the controlled direct current...no AC or DC pulsating current used. 


devices. Using only one wire between each field and con- PRECISION: Uses the bridge circuit concept... 
; : inherently detects trouble. 
trol unit, plus a common conductor for many units, a FLEXIBILITY: Modular construction provides 


Varelectric system can cut field wiring costs to as little for flexibility of application...dustproof case 
attaches to operator’s control panel. 


as 25% to 15% of that of conventional systems — which BROAD APPLICATION: Varelectric systems 


often require from seven to nine wires between indi- can control any electrically-operated equipment up 
to three statuses. 


vidual units. 


For applications in the petroleum and chemical industries, 
or wherever control is vital, Varelectric furnishes the most 
modern, economical solution to control problems. For full 
details, send for Bulletin CP-3708. Write Dept. NPN-1141-1. 


THE VAPOR RECOVERY SYSTEMS COMPANY 
2820 North Alameda Street e Compton, California 


Branches and Representatives in Principal Cities. 
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reciprocal trip for a Russian group. 

W. W. Keeler, executive vice president 
of Phillips Petroleum Co., headed the 
touring group. The other executives in 
the party were: Ira H. Cram, senior vice 
president, Continental Oil Co.; George S. 
Dunham, director, Socony Mobil Oil Co.; 
W. M. Elias, vice president, Pan Ameri- 
can Petroleum Corp.; George F. Getty II, 
president, Tidewater Oil Co.; George T. 
Piercy, head of the petroleum economics 
department, Standard Oil Co. (New Jer- 
sey); Neal J. Smith, vice president, Chev- 
ron Oil Co.; and Dr. Noyes D. Smith Jr., 
vice president, Shell Development Co. 


Charles W. Boh- 
mer Jr. has been 
appointed assistant 
in marketing mat- 
ters to D. Woodson 
Ramsey Jr., Hum- 
ble Oil & Ref. Co.’s 
vice president and 
director of market- 
ing. 

Bohmer, former- 
ly manager of in- 
dustrial and con- 
sumer sales in the 
Esso Standard Div. of Humble, moves 
to the company’s headquarters in Hou- 
ston. He joined Esso Research and Engi- 
neering Co. in 1930 after graduation 
from the University of Pennsylvania. 
Later he transferred to Esso Standard, 
and served in various sales capacities in 
New York and New Jersey sales di- 
visions. He was appointed manager of 
consumer sales earlier this year after 
serving as northern regional sales man- 
ager. 

A member of the Society of Auto- 
motive Engineers, the Sales Executives 
Club of New York, and the American 
Management Assn., Bohmer is also 
chairman of the personnel development 
committee of the American Petroleum 
Institute. 


Bohmer 


N. J. Haase joins the Atlantic Ref. Co. 
as director of marketing research. He re- 
places John H. Picou, who became head 
of the advertising and sales-promotion 
department for Atlantic last year and 
continued as marketing research director. 
Formerly associated with the Ford Mo- 
tor Co., Haase has most recently been 
an international marketing consultant 
promoting international trade. 

cs 

Clarence W. Rice has retired as ex- 
ecutive vice president of Colonial Oil 
Products Co., Des Moines, an American 
Petrofina Inc. marketing subsidiary. 

He began his 32-year career in pe- 
troleum marketing as sales manager for 
the El Dorado - Refining Co., and re- 
mained with the company to become its 
sales vice president in 1954. In 1958, 
when American Petrofina acquired El 
Dorado, Rice became assistant general 
sales manager for Fina. When Colonial 
Oil Products Ca. was formed, he was 
elected executive vice president. 

“ 


Amos K. Smith has been named co- 


ordinator of marketing, supply, and dis- 
tribution for Standard Oil Co. (Indiana). 
Thomas L. Bransford will succeed Smith 
as manager of the sales promotion and 
training department. Winford C. Peter- 
son succeeds Bransford as manager of 
the TBA department in the Chicago 
general office. 

Smith has been with Standard of 
Indiana since 1934 when he started as a 
service-station attendant in Detroit. He 
then held a number of sales and man- 
agerial positions in the company’s mar- 
keting territory. In 1954, he became 


~ 
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division manager at Milwaukee, and 
marketing manager for the northern sales 
region in 1957. He became manager of 
the sales promotion and training depart- 
ment last year. 

Bransford joined the company in 1937 
as a warehouse clerk in Saginaw, Mich. 
He advanced through a number of sales 
and managerial positions, specializing in 
IBA. In 1957 he was appointed adminis- 
trative manager of the southwestern sales 
region and manager of the TBA depart- 
ment last year at the company’s home 
office. 


Designed for TBA Profits! Here’s why: 


e COMPLETE LiNE—reinforced and regular grades, a 
size to fit any vehicle. 


e QUALITY PRODUCT —gives customer satisfaction, 
builds profitable repeat business. 


e PACKAGE D—more effective 


display, easy handling. 


e ADVERTISED 
—to your dealers. 





YORK, PA, 
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CAMPBELL CHAIN COMPANY 








SEARCHLIGHT SECTION 


EMPLOYMENT 
BUSINESS 


DISPLAYED 


individual Spaces with border rules for prominent 
display of advertisements. 

The advertising rate is $17.75 per inch for all 
advertising appearing on other than a contract 
basis, Contract rate quoted on request. 

Employment Opportunities—$27.00 per 
ject to Agency Commission. 

An advertising inch is measured %” vertically on 
one column, 3 columns—30 inches—to a page. 


inch, sub- 


“OPPORTUNITIES © 


——RATES--— 


EQUIPMENT 
‘USED OR RESALE 


UNDISPLAYED 


$1.80 per line, minimum 8 lines. To ng advance 
payment count 5 average words as a lin 

Positions Wanted take one-half of above Tate. 

Box es in care our New York. Chicago & 
San Francisco offices count a3 one additional, Tine. 

ly ay wy of 10% if full pesmant is made in advance 
for 4 consecutive insert: 

Send NEW ADS or Taguines to Classified 

Advertisin, Division NATIONAL _PETRO- 

LEUM NEWS, P.O. Box 12, New York 36. 








BOOKKEEPER 








Man Friday, do bookkpg. & handle all problems 
connected with a fuel Oil & Gasoline business, 
Metropolitan area; not less than 3 yrs experi- 
ence; Excell future. Rigid investigation. Write 
Box NPN, 1845, 125 W. 41 St. NY 36 














ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you 
NEW YORK 36: P. O. BOX 12 
ae et AGO 11: 520 N. Michigan Az 
AN FRANCISCO 4: 68 Post St. 


__ POSITIONS WANTED 

Sales ieidiaiiias 14 years experience. eee 
contact with progressive Major or Independent 
in South or Southwest area. Experience with 
all phases of Independent and Major products 
both retail and wholesale. One company 14 years. 
35, family. Strong background in all fields of 
marketing. Willing to work and think. PW-5067, 
National Petroleum News. 





Sales and Marketing Manager: 10 years suc- 
cessful sales experience in T.B.A. aftermarket, 
currently Sales Manager selling to major brand 
oil companies. Background of sales direction, 
marketing promotion, product development. Wide 
industry acquaintance, Self-starter with proven 
organizational capacity. 43 years of age. Whar- 
ton, U. of P. Business Administration graduate. 
Qualified for executive level General Sales Man- 
ager or marketing T.B.A. manager. John L. 
Marsh & Co., Consultants to Management, 1418 
Buh! Building, Detroit 26, Michigan. 





SELLING OPPORTUNITY AVAILABLE 





Manufacturer's Representatives Wanted who call 
on service station equipment maintenance com- 
panies and major oil companies. Sell complete 
line of gaskets & packings to repair service sta- 
tion dispensing & hydraulic equipment. Write: 
D. Poe, Searle Leather & Packing Co., Dept. N, 
2105 Ni orth Marianna Ave., Los Angeles 32. 


SELLI NG | OPPORTUNITY WANTED 











Tucson, Arizona Jobbership wanted. Would pre- 
fer to open area for large company not now in 
Tucson; or buy control or all of small jobber, 
Write RA-4885, National Petroleum News. 





BUSINESS OPPORTUNITIES 





Bulk Oil Plants, Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 8, Minnesota. 





Wanted to buy. Private brand chain or major 
jobbership. Minimum annual gallenage of 3,- 
000,000. Send 1959 operating statement and 
price. BO-4740, National Petroleum News. 








Wanted: 


IDEAS AND P, TENTS, 
ON SPECIAL 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 
UNIVERSAL VALVE CO. 
409 South Street? Elizabeth, N.J. 








ee 
Truck Leasing 


on mileage or monthly basis, 
long or short hauls, with your 
trailers if you prefer. Fleet or 
individual units. Advise com- 
modity hauled and areas of op- 
eration. Write: 
FL-5106 National Peroleum News 
Class. Adv. Div., P.O. Box 12, 
N.Y. 36, N.Y. 





Trailer No. 1005—1947 Heil Tandem, 4 Com- 
partment, 5200 gallon capacity, $1,100.00 


Tractes No. 222—Tandem, 1944 International 
KS-11—$1,700.00 


Trailer No. 1004—1949, 7200 gallon, 3 Com- 
Br t00 08 Fruehauf Tandem with Meter 
1,500 

Tractor No. 325—1953 Model LJTG Mack with 
Semi-trailers No. 1001, 1948, 3 Compart- 
ment, 4000 galion capacity, Davisbilt, and 
1002, 1951, 3 Compartment, 4100 gallon 
capacity, Highway = dolly. This train 
is priced at $5,657.0 


“Phone Hamilton, Ohio, TW 3-5821, 


and ask for Mr. Riehemann. 








FOR SALE 
1953 Trailmobile oe Trailer, 
6600 gal. ank $3, 

One—5000 gal. 1949 Aero Semi Trailer $1,200 
One—5500 gal. 1951 Fruehauf Semi Trailer $1,000 
G & R TRANSPORT, INC. 

123 South Main St., Goshen, Indiana 
Phone — KE 3-3670 


One Spread Axle 








“Put Yourself in the 
Other Fellow’s Place” 


TO EMPLOYERS 
TO EMPLOYEES 


Letters written offering Employ- 
ment or applying for same are 
written with the hope of satisfying 
a current need. An answer, regard- 
less of whether it is favorable or 
not, is usually expected. 

MR. EMPLOYER, won't 
the mystery about the 
employee's application by 
edging all applicants and 
the promising candidates. 
MR. EMPLOYEE you, too, can help 
by acknowledging applications and 
job offers. This would encourage 
more companies to answer position 
wanted ads in this section. 

Classified Advertising Division 


McGRAW-HILL PUBLISHING CO., INC. 


330 West 42nd St., New York 36, N. Y. 











you remove 
status of an 
acknowl- 
not just 

















PRINCIPLES OF 
PETROLEUM GEOLOGY 


Clearly and thoroughly covers the prin- 
ciples, processes, and methods of practical 
importance and use in petroleum geology. 
Describes principles and evaluates them in 
terms of modern usage and spotlights the 
practical applications of the concepts and 
techniques discussed. By William L. Russell, 
Texas Agricultural and 
Mechanical College. 
2nd Ed., 490 pp., 149 
illus., $9.50 


ENGINEERING 
MANUAL 


For quick answers to 
engineering problems, 
including fields outside 
your own—a practical 
reference of data and 
methods in  architec- 
tural, chemical, civil, 
electrical, mechanical, and nuclear engi- 
neering. Covers both basic principles and 
fundamentals in each of the engineering 
fields and their applications. Prepared by 
a staff of specialists. Editor, R. H. Perry, 
Univ. of Oklahoma. 680 pp., 450 illus. and 
tables, $9.50 


SUCCESSFUL 
TECHNICAL WRITING 


Clear, step-by-step methods guide you from 
beginning to end on any technical or en- 
gineering writing job—help you earn good 
money writing for today’s technical mar- 
ket at the same time you gain professional 
recognition. A successful author of over 
1,000 published engineering articles and 
three technical books shows where to look 
for ideas, how to evaluate them, build an 
outline, and write up the idea, and how to 
work with editors and publishers to get 
into print. By Tyler G. Hicks, author, edi- 
tor, engineer, and instructor at Cooper 
Union, 287 pp., 30 illus., $5.50 











Just Published 





P ROFESSIONAL 
NGINEER’S 
EXAMINATION 


Gives 600 questions and 
complete answers to help 
engineers pass state license examinations. 


QUESTIONS 
AND 
ANSWERS 


Covers mechanical, electrical, civil, and 
chemical engineering, and includes engi- 
neering economics and land surveying. 
Questions now reflect latest exam trends 
— suitable for all states. Author has 
worked on New Jersey exam preparation 
for 19 years. By William S. La Londe. 
615 pp., 273 illus., $7.50. 


SEE THESE BOOKS 10 DAYS FREE 


——— a meme eee eee mes es rm nee eee comme 

metrer- Hill Book Og. Dept. NP-9 

327 W. 4ist St.. N. Y. C. 36 

Send me book(s) ask below for 10 days’ ex- 

amination on approval. In 10 days I will remit for 

book(s) I keep, plus few cents for delivery costs, 

and return unwanted book(s) postpaid, (We pay 

delivery costs if you remit with this coupon—same 

return privilege.) 

C) Russell—Prin, of Pet. Geology, $9.50 

() Perry—€ngineering Manual, $9.50 

©) Hicks—Sueceessful Tech, Writing, $5.50 

0) La Londe—Prof, Eng. Exam, Ques. & Ans., 
$7.50 

(Print) 

Name 


Address 


City i... 


Company 


Position 
For a pr and terms outside U.S. 
L Write MeGraw. Hill Int'l, NYC. 


peng Seething ah tO 
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G. W. Butler has 
been promoted by 
Standard Oil Co. 
(N.J.) to coordina- 
tor of the compa- 
ny’s worldwide 
marketing activi- 
ties, a post former- 
ly held by M. W. 
Johnson, who as- 
sumes charge of 
Jersey’s Latin 
American interests. 
Butler was former- 

ly deputy coordinator of marketing, a po- 
sition now taken over by E. F. Choppen, 
director of Esso Petroleum Ltd. in the 
United Kingdom. 

. 

Fred G. Crosby 
has been elected 
vice president of 
Sun Oil Co. Ltd. 
He will continue as 
general sales man- 
ager, a post he has 
held since 1956. 
Last year he was 
also elected a mem- 
ber of the compa- 
ny’s board of di- 
rectors. 

Born and edu- 
cated in Toronto, Crosby joined Sun in 
1931 as a salesman. He has held various 
posts as branch and district sales man- 
ager in Nova Scotia, Quebec, and On- 
tario. 


Deaths... 


Harris T. Dodge, 
62, senior vice 
president of Texa- 
co Inc., died at his 
New York City 
home on July 29. 
Dodge was in 
charge of Texaco’s 
world - wide _ sales 
organization. 
Born in Temple, 
Tex., he was a 
graduate of Rice 
Institute. He joined 
Texaco in 1920 as a gauger with the 
refining department at Tampico, Mexico. 
Latter he got into sales as assistant opera- 
tions manager in the company’s Boston 
sales division. He then became manager 
of sales at Brussels, the Hague, and 
Manila. 

In 1940, he became assistant manager 
of Texaco’s foreign sales department, and 
manager Of the department in 1944. He 
was named assistant to the vice president 
of foreign operations in 1947, and gen- 
eral manager of foreign operations in 
1954. He became vice president in charge 
of the department in 1956, and last year 
he was elected a senior vice president. 

Dodge is survived by his wife and two 
daughters. 

s 

Alfred M. Cady, 80, president of the 

Syracuse Oil Co., died July 18 at his 





home in Syracuse, N. Y. He is survived 
by his wife, a son, and a daughter. 


Bennie T. Bonner, 50, Cities Service 


jobber and owner of the Cracker State 
Oil Co., died July 6 at his home in 
Newman, Ga. 


Bonner had been president of the 


Georgia Oil Jobbers Assn. for the past 
two years, and also served on the exec- 
utive committee of National Oil Jobbers 
Council. 


. 
Alesandro Rubino, 53, owner of the 


Rubino Oil Co. in Pasadena, Calif., died 
July 11 at his home. 


aa 
MacDonell Roehm, 57, coordinator of 


marketing for Standard-Vacuum Oil Co.’s 
international headquarters, died July 20 


About Oil People 





at his home in Darien, Conn. 

Roehm began with Standard-Vacuum 
in 1926 as a marketer in the Far East. 
He remained in Asia until the outbreak 
of World War II. During the war, he was 
assigned as a company representative to 
Army-Air Force bases in West Africa, 
and later sent to Australia. He returned 
in 1954 to become deputy coordinator 
of marketing. He was named coordinator 
three years later. 

Roehm is survived by his wife, a son, 
and a daughter. 


* 

Frederick F. Ott, 51, former vice presi- 
dent of Frontier Oil Refining Co., died 
July 22 in Buffalo, N. Y. Ott had been 
with Frontier since 1938, and was vice 
president of the company from 1949 
to 1951. 
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BOX 
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Order your 900's 

(4 models) today 

for the ultimate in 
complete satisfaction. 
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. a CONSTRUCTION, ETC 


Features 
+ U.L. APPROVED - 14 G.P.M 
+ DIRECT-DRIVE PUMP 
+ LOW VOLTAGE START 
+ WEATHERPROOF 
« ¥%”" X 10’ RUBBER HOSE 


NOTE in illustration the extreme 
accessibility of plainly marked me 
chanical components 


FOR 
FARMS, FLEETS, INDUSTRY, 


WILLIAM M. WILSON’S SONS, INC. 


LANSDALE, PA. 


MANUFACTURERS OF GASBOYS, KEROBOYS, O/LBOYS, AND ROTABOYS 





4 and now 
’ PATENT CHEMICALS 


the Pioneers in Petroleum Dyes 


OFFERS 
3 FORMS OF COLORANTS 


GRANULATED: 


free flowing, uniform, lump-free, dust-free, low- 
bulk; extraordinary tinctorial values. 


FLUID CONCENTRATES: 


liquid for cleaner, easier use; eliminates pre-dissolv- 
ing, dusting, operator exposure * less skill and equip- 
ment required + introduced directly into product it 
is the answer to bulk, tank-truck, tank-car, barge, 
terminal and pipeline coloring + involves no addi- 
tional cost compared to ordinary dry dyes and can 
be used with dye eductor equipment. 


POWDERED: 


free flowing, non-caking, excellent solubility, stable, 
long storage characteristics. 


FOR USE IN 


Gasolines — Jet Fuels — Diesel Fuels — Fuel Oils — Lu- 
bricating Oils—Automatic Transmission Fluids—Break-in 
Oils and Greases. 


. Patent Chemicals also Features Multi-Purpose 
Dyes can ’ | Additives, Rust and Corrosion inhibitors, Anti- 
a ath : : Static Agents and Markers for Gasolines, and 
specifications. : Jet Fuels. 
Samples and Rey aaRh sas can amacens 
description upon 
request. 


PATENT CHEMICALS INC. 


: , Manufacturing Division 
the ptoneer in 335 Mclean Bivd. Paterson 4, New Jersey 


petroleum PATENT FUELS & COLOR CORP. 


Marketing Division 


dyes 2410 Carew Tower Cincinnati 2, Ohio 
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e Native Ingenuity. In Jacksonville, Fla., a station wagon 
stalled and fire broke out in the engine. The driver called 
for help from a nearby garage. Enter the young garage 
operator, toting a high-powered pistol. Blam, he fires a 
shot into the station wagon’s fuel tank. Blam, gasoline 
spurts from the tank. Blam blam blam, it ignites. Re- 
sult: station wagon destroyed. 

Garage operator’s explanation of why he fired: “To 
keep down the chances of an explosion.” 


e Tit for Tat. In Fresno, Calif., a woman drove into 
Herb Tate’s station and bought $4.30 worth of gasoline. 
Asked for stamps. Tate offered her a nickel, told her that 
was about the value of stamps. Woman refused. Tate 
put her car on the hoist, drained the 13.1 gallons he’d 
just pumped in. Woman drove off without comment. 


e Prosperity Formula. A major-company VP got this 
card from his local liquor store: “Since you can’t refrain 
from drinking, start a saloon in your own home. Be the 
only customer and you won't have to buy a license. Give 
your wife $55 to buy a case of whiskey. There are 240 
drinks in a case. Buy your drinks from your wife at 60¢ 
each. In 12 days, when the case is gone, your wife will 
have $89 and the $55 to buy another case. If you live ten 
years, continuing to buy whiskey from your wife, and die 
in your boots, your widow will have $27,085.47 in the 
bank—enough to bring up the children, pay off the mort- 
gage, marry a decent man and forget she ever knew a 
souse like you.” 





mii | | 


“I think I see why this is known as a tough run.” 
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e Progress. A Florida jobber, whose wife has taken up 
golf in a big way, asked the little lady how she was 
coming along. “Marvelous,” she reported. “Why, today 
I played an entire hole with just one ball.” 








“Vd like te check your oil, sir, but the station-of-the-year 
selection committee is due here any minute.” 
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Regional Sales Representatives 


ATLANTA 3, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 
BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 
CHICAGO 11, 520 North Michigan Ave., 
Raymond J. Kelly, Mohawk 4-5800 
CLEVELAND 13, 1164 Illuminating Bidg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 
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John Grant, Riverside 7-5117 
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John W. Patten, Alpine 5-298] 
DETROIT 26, 856 Penobscot Bidg., 
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HOUSTON 25, W 725 Prudential Bidg. 
Gene Holland, Jackson 6-128] 
LOS ANGELES 17, 1125 West 6th Street, 
Peter S. Carberry, Huntley 2-5450 
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Dawson A. Rutter, Oxford 5-5959 
PHILADELPHIA 3, 6 Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 
PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 
SAN FRANCISCO 4, 68 Post Street 

Scott Hubbard, Douglas 2-4600 


Texaco, Inc. 151 
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Tokheim Corp. 67, 172, 197 
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Tretolite Div., Petrolite Corp. 130 
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International Lubricant Corp. 
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LOWER? ocovex oncnus cose 


Considerably less due to simple styl- 
ing and the absence of dial lighting. 


IN MANY oeceers ce 


Less power required. No light bulbs 
to burn out and replace. 


WAYS LOWER MAINTENANCE COST! 
Traditional Tokheim quality inside 


and out. Finish defies elements. 


Fewer painted surfaces to mar. 


a 
LOWER SILHOUETTE! 
PS Only 48” high. Four inches lower 
than most lighted pumps. 
YY 


Tokheim Interceptor Series 448 
was the first computer pump to be 
offered without dial lighting. Oil 
men tell us it is still the best. See 
your Tokheim representative. Write 
for catalog today. ToKheim Corpo- 
ration, Fort Wayne 1, Indiana. 





INTERCEPTOR-SERIES 448 


SINGLES — TWINS —PEDESTALS 





PRECISE MEASUREMENT IS THE REASON 
SMITH-ERIE METERS ARE STANDARD EQUIPMENT 


ON B-I-F BLENDERS 


Loading dock blending of asphalts is faster, safer, 
more profitable with industry’s finest blenders on 
the job — Proportioneers by B-I-F Industries, 
Inc., of Providence, R.I. Two Smith-Erie meters 
(both component blend meter and total blend 
meter) take a measure of credit for keeping this 
B-I-F continuous asphalt blender as accurate as 
modern science can make it. 





B-I-F LUBE OIL BLENDER also takes advantage of Smith-Erie 
accuracy and dependability. This Model PB-2 has Smith-Erie 
temperature-compensated meters as standard equipment. 


With Smith-Erie meters working day and 
night, you too can be sure of accuracy that’s 
right to the last drop, regardless of operating 
conditions. On unusual applications such as this, 
or anywhere from well site to service station, 
there’s a Smith-Erie meter to fit your require- 
ment. For more information, contact your nearest 
Smith-Erie representative or write direct. 


Through research ihe .. @ better way 
AO.Smith 
aac OO BP OR A Tt Oe 


Smith- E.. Division 


Mg vy, 1602 Wagner Ave., Erie, Pa. Offices: Atlanta 
5, Ga.; Chicago 3, Ill.; Houston 2, Texas; Los Angeles 
22, Lalit. New York oF, N.Y; Newark, Calif.; Tulsa, 
Okla. Canada: Toronto 12, Vancouver 1. A. O. Smith 
INTERNATIONAL S.A., Milwaukee 1, Wisconsin, U.S.A. 








